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A Big Story—and UPI Tracked it Down 


NITED PRESS INTERNATIONAL gave us a story and 
photos that formed the basis for a complete 


advertising and promotional program for the Okonite 
Company,” says Okonite’s ad manager, Thomas G. 
Johnson. “UPI delivers just what we want every time; 
in this case, a top quality photo report with dramatic 
shots of the Robert R. Young Electronic Switchyard 
in Elkhart, Indiana, for which we supplied the lion’s 
share of equipment.” Okonite, located 
N. J., makes insulated wires, cables 
materials. 

UPI is expert in seeking out and highlighting un- 
usual details. Reportorial training and service give 
the UPI man an immediate grasp of the indusirial 
situation; an ability to recognize and record the facts 
that make good copy or the right picture. In this 
instance the UPI team followed New York Central 


in Passaic, 
and_ splicing 


The UNITED PRESS INTERNATIONAL 

Commercial Photography Division knows no 

by territorial limits in getting case histories and 

‘— photographs, in black and white or color, 

for promotional or institutional use. We are 

ready to serve anywhere in the United States; in fact, any- 

where in the World. For complete information regarding 

your particular research problem, fill out the convenient 
coupon and mail it to us today! 


WEST COAST, San Mateo, Calif. 
113 25th Ave., Enterprise 1-0777 
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CENTRAL STATES, Chicago, Ill. 
Tribune Tower, Rm. 636, Whitehall 4-4733 


employees about the four-mile- long yard pictured 


above. They were photographed installing and serv- 
icing Okonite equipment and operating the elec- 
tronic brain that classifies up to 3,540 freight cars a 
day. UPI brought back more than photos and 
report. It delivered feature news. 

United Press International continues to serve in- 
dustry with its superior staff of reporters and pho- 
togri :phers who number more than 5,000 in every 
corner of the world. Pictures of your product in use 
can help you to get more sales, more interest and 
more recognition. Let UPI make your adv ertising job 
easier. Our staff will gather data for your use in im- 
proving sales; setting up sales training programs; illus- 
trating new or unusual applications of your product 
Or process, overcome customer’s resist- 
ance by showing positive proof of success. 


. 
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Roy Mehiman, Director 
COMMERCIAL PHOTOGRAPHY DIVISION 
UNITED PRESS INTERNATIONAL 
461 Eighth Avenue, New York 1, N. Y. PEnnsylvania 6-8500 
Please send me complete information, including costs, about 
the services checked: 


(] Pictorial Research Reports [] Advertising and studio photography 
[] Photographic assignments [_] Location and publicity photography 
(_] Color photography (] Industrial and Spot News Films 
Name 

Title 

Company 

Address 
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NEW ENGLAND, Boston, Mass. 
42-46 Summer St., Liberty 2-2400 
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paper quality 


Whether it’s for ledgers or for 

lithographing . . . or for scores of other 

uses Nekoosa makes a paper for every 
business and for almost every business 
requirement. Are you using Nekoosa Papers 
now? If not, discover for yourself why they 
are among the largest selling papers in America. 


Nekoosa Bond 
Nekoosa Ledger 


Nekoosa Duplicator 
‘ jt pays to Nekoosa Mimeo 
th your Nekoosa Manifold 
Jan wi Nekoosa Offset 
P Nekoosa Fax 


printer: / Nekoosa Opaque 
/ Nekoosa Master-Lucent and 
companion ARDOR Papers 


NEKOOSA-EDWARDS PAPER COMPANY 
Port Edwards, Wisconsin 


Mills at Port Edwards and Nekoosa, Wisconsin, 
and Potsdam, New York 
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Just Ctlein Us 


How Valuable Is Good Will? 


Users of advertising specialties, premiums, holiday remembrances and all 
other forms of good-will building should be interested in some recent remarks 
of Arthur K. Atkinson, president of the Wabash Railroad, in discussing the 
problems of maintaining a profitable railway passenger service. 


The rails have lost supremacy in this field to both the airlines and the 
buses, and Mr. Atkinson hints that the competition has done a better job in the 
area of winning friends and influencing people. For example: 


"The airlines have made handling people the first order of business. They 
have catered to passengers in countless ways to make them feel welcome and im- 
portant. As a result many people simply prefer to spend their money for air 
rather than rail travel. The desire to render high-grade service is evident 


from the moment a prospective passenger picks up his telephone to ask for air 
schedules, rates and reservations. 


"Performance may not always be superior, but the impression is given that 
the airlines are sincerely trying to make it easy and pleasant for the public 
to fly, that they are interested in rendering good service to people as in- 
dividuals. Their volume business has been built up because of their personal- 
ized service. People respond by using planes in preference to trains, even 
in view of long trips to and from and waiting at the airports." 


If the pleasant reminders advertisers use are an extension of the friendly, 
personal service which they render, these efforts are an important contribution 
to increased good will. But of course they can't offset a lack of sincere ef- 
fort to render good service on the part of every member of the organization. 
This is the basis of the "total marketing concept." 


.eeeeeeeeEeEEE—EE————————eeEeE 
G. D. Crain Jr. 
Publisher 
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The Editors 


Show for Shows a flop... 


Trade Show Experts 
Fail to Draw Crowd 
For Their Own Show 


We returned a short time ago 
from the Exhibitors Advisory Coun- 
cil’s eighth annual “Show for 
Shows.” We wish we could report 
that it was a big success. But, frank- 
ly, it was a major flop. 

Here was an event that had every 
reason to be a success. Trade show 
exhibiting is still a booming busi- 
ness. It’s a business that cries out 
for a constant flow of new and ex- 
citing ideas—the kind of ideas that 
often have their roots in a clinic 
session such as those offered by 
EAC. 

The press release had _ boasted, 
“Some 6,000 executives, advertising 
managers, sales and sales promo- 
tion managers will attend. . .” 

The program listed over 40 speak- 
ers—many of them outstanding 
names with something important to 
say. 

In the past, the “Show for Shows” 
had attracted many outstanding ex- 
hibits—the best that the nation’s ex- 
hibit producers could turn out. 

The much heralded facilities of 
the New York Coliseum were the 
setting for the show. 


> Everything seemed to be adding 
up to an outstanding event. But it 
just didn’t turn out that way. 

While EAC publicity people had 
scaled down their attendance esti- 
mate to 1,000 by the end of the show, 
a careful check by AR showed that 
the average session drew less than 
100 and the “visitors” were fre- 
quently outnumbered by speakers 
and the exhibitors. 

Most of the speakers, it turned 
out, had very little new to add to 
what has been said on the subject 
of trade show exhibiting many times 
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Display typefaces in this issue 


before. There were some high points, 
however, such as an _ outstanding 
presentation on developments in 
color photography and its applica- 
tion to advertising by Joseph H. 
Snyder, president, Color Corp. of 
America, and a panel on new de- 
velopments in audio-visual aids. 

The handful of exhibits (only 20 
exhibitors signed up for space) were 
a complete let-down. Several ex- 
hibitors told AR, “Why show off 
our really new ideas here and have 
a competitor copy them?” The most 
exciting exhibit was the geodesic 
dome display of Gardner, Robinson, 
Stierheim & Weis, which incorpo- 
rated a number of new audio de- 
vices. While most of the other ex- 
hibitors did a workman like job, 
they were quick to admit that their 
exhibits were not designed as a 
show place for new developments. 

Probably the biggest let-down, 
however, was the Coliseum itself. 
The sound system for the clinic 
meetings was about the worst we've 
ever heard. Even with groups as 
small as the  half-hundred that 
showed up for some of the sessions, 
it was impossible for everyone to 
hear what was being said. And 
something as simple as a search for 
the men’s room became a major 
project. 

There is a real need for EAC’s 
annual clinic and “Show for Shows,” 
but it is going to take more effort on 
the part of members to keep it alive. 
With a large number of trade show 
experts in the membership, this 
should be an outstanding annual 
event. 


> The subject that received primary 
attention at the EAC clinics was the 
role of the advertising agency in the 
exhibits field. While the clinics, 
themselves, only dented the subject, 
it became quite clear that this is an 
area that deserves a lot of atten- 
tion. 

It was expected that results of a 
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Artists, Designers and Art Directors are constantly striving 
for newer, fresher and important ideas to express the trends of our 
time and transfer their reactions into a vital visual force. 


Creative artists’ papers are a necessary adjunct to accomplish 
the transition of inspiration to reality. 


Bienfang layout and visualizing papers, Bristol Board and 
Illustration Board have gained their place among the series of 
events, that upon completion becomes the magical 

quantity known as a work of art. 


Enhance your creative craftsmanship and spirit by beginning 
with a Bienfang quality paper. 


ask your dealer for them today or WRITE DIRECT FOR FREE SAMPLES 


° 
bienfang paper co., inc. metuchen, n. . 
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Hit of Show 
exhibit at the EAC Show for Shows 


This aluminum strut dome structure proved to be the most imaginative 
Included within the dome were several new audio 


devices. The 28’ dome was designed by Capitol Products Corp., Mechanicsburg, Pa., for 
the Gardner, Robinson, Steirheim & Weis display. Similar domes, complete with lami- 
nated vinyl coverings, will go into full-scale production this fall to serve a variety of 


outdoor us¢ 


survey conducted by EAC would 
provide some valuable information. 
In fact, a special session was set 
aside for a report on the survey’s 
results. But instead of being a re- 
port on the complete returns from 
questionnaires which went to over 
1,600 agencies, EAC presented only 
tabulations of replies by 16 New 
York City agencies. 

Floor discussion of the subject led 
to one basic conclusion: while agen- 
cies should definitely be active in 
the exhibits field, and many are to 
some degree, they will have to staff 
up with true exhibit specialists be- 
fore they can make a major con- 
tribution. 


> Some of the comments: 


@ Robert C. Locker Jr., Eastman 


Kodak’s exhibits manager, pointed 
out that the major contributions of 
an advertising agency in the ex- 
hibits field should be in providing 
the services which lead up to suc- 
cessful exhibits, such as market re- 
search. 


eC. R. MacLellan, Emery Adver- 
tising Corp., Baltimore, introduced 
another viewpoint. “Trade shows,” 
he said, “are just as much ‘media’ 
as radio, tv and magazines. An agen- 
cy can perform a definite service, 
particularly for smaller companies, 
in the proper selection of trade 
shows on a part of the over-all me- 
dia program.” 


® Leslie Levi, Ivel Corp., noted that, 
at present, most agencies act only 
as “transmitters” of information be- 
tween exhibit builder and client. 
“The display builder who works 
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with the typical agency,” he pointed 
out, “is at a competitive disadvan- 
tage.” His competitor who deals di- 
rectly with the client can offer a 
similar product at the same price, 
without being “handicapped” by 
agency compensation costs, Mr. Levi 
explained. 


@® Martha Rimbach, assistant direc- 
tor of the Automation Show, re- 
ported increasing success for the 
idea of a standard 15°; commission 
for agencies which contract for cli- 
ents’ exhibit space. This innovation 
was introduced by the Automation 
Show in 1957 and repeated again 
this year, with five or six times 
more agencies taking advantage of 
this new source of income in 1958 as 
when it was introduced last year. 
“The agencies are definitely taking 
an active part in the show and like 
the standard commission arrange- 
ment,” she told AR. “What it 
amounts to is that we're forcing 
agencies to become more interested 
in the medium.” 


@ William C. Copp, exhibits man- 
ager of the Institute of Radio Engi- 
neers exhibition, commented that 
greater agency participation in 
shows might play an important side- 
lines role: “Perhaps they could de- 
bunk the idea that an expensive 
display is good just because it costs 
so much.” 


>» Speaking of shows, Rossotti Litho- 
graph Corp., North Bergen, N. J., 
came up with a new twist in en- 
tertaining customers and prospects 
during the recent National Pack- 
aging Exposition in New York. 
Throughout the show, Charles C. 
Rossotti, chairman of the board, and 


Alfred F. Rossotti, president, played 
host at nightly spaghetti buffets at 
the New York Athletic Club. 

Rossotti is a volume producer of 
spaghetti cartons and the company 
executives played the role of ex- 
perts at the buffets by demon- 
strating the proper techniques of 
eating spaghetti. 


> Interesting convention promotion 
idea developed by Joe Sicari of 
United Public Relations for Ronson 
Corp. Ronson passed out crossword 
puzzles which included a lot of Ron- 
son promotion terms for comple- 
tion. 

In addition to the usual cross- 
word-type word clues, Ronson’s 
piece contained a two-page fact 
sheet, with details on the company’s 
products as an aid in completing 
the puzzle. Contestants submitted 
filled-in puzzles to Ronson booth 
representatives at the National Assn. 
of Tobacco Distributors show, with 
prizes of Ronson products for the 
winners. 

So effective was the technique 
that the puzzle was later published 
in The Retail Tobacconist as a joint 
promotion-publicity package for 
Ronson and a circulation builder 
and advertising promotion for the 
magazine. Prizes again were top 
Ronson products, with illustrations 
published in the magazine. 


> If you think your business has 
been plagued by problems of late, 
consider the plight of the nation’s 
flag manufacturers. Let’s face it, 
are you planning to buy a new 48- 
star flag this year? Next year will 
probably be the greatest year the 
flag industry has ever known—just 
as soon as a design for the new 49- 
star flag is approved. But in the 
meantime... 

Paramount Flag Co. of San Fran- 
cisco isn’t taking things lying down. 
Consider these paragraphs from 
Paramount's July 7 newsletter: 

“We have at least one more full 
year for selling flags of 48 stars... 
In making sales now of 48-star flags, 
you are assured of a second sale in 
a year from now. Changing models 
annually has proven a tremendous 
boom to the auto industry, women’s 
attire, and many other products. 
This is the first and conceivably the 
last chance you will have an oppor- 
tunity to cash in on a ‘style change’ 
in the flag business. We hope you 
make the most of it.” 

You auto buy a flag now! 

In case you’re wondering, Para- 
mount told its dealers that they will 
replace the fields on their customers’ 
flags with a new one at half of the 
catalog price of the flag when the 
new design is approved. 44 
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Sponsored by Printing Industry of 
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Sponsored by Audit Bureau of Circula- 
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have your next 
banner, counter card 
or p.o.p. display 

SILK SCREENED and 
feel better FAST! 


BE SURE TO VISIT THE SCREEN PROC- 
ESS PRINTING ASSOCIATION CON- 
VENTION IN SAN FRANCISCO-— 
SHERATON-PALACE HOTEL—AUGUST 
22nd THRU 24th. STOP IN AT NAZ-DAR 
BOOTHS 25 AND 26 AND SAY HELLO. 





Write today for the latest color cards 
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Slogans — Add Two 


eI am thoroughly enjoying AR, 
and find that the only trouble with 
it is it makes me feel guilty when I 
don’t seem to find time to read all 
the items. 

Your article “Super Spoofs Build 
Super Sales” (May), got under my 
creative skin sufficiently to enable 
me to come up with a couple of 
other slogans for the little foreign 
cars: 

“Made in Italy for ittle people” 
“Made by the Texas Roller Skate 
Co.—Medium Size” 

PauL PINSON 

Advertising Art, Chicago 
(Thanks for these suggestions 
“Made in Chicago by Pinson”... 
Ed.) 


Two Left Hands 


e I am a left-handed artist, and I 
know a lot of other left-handed art- 
ists, but the artist on the cover of 
your July issue is the first I have 
ever seen with his left hand on his 
right arm! 
CHARLES WILEY 
Henthorn Advertising Service, 
Cincinnati 
(Note to the sharp-eyed Mr. Wiley: 
There is at least one editor with a 
red face and a red left hand as well! 
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Singer’s Trademark 


© We have noted with some interest 
the article “Who Owns Your Trade- 
mark?” (AR, May). This article 
quoted material from the rather old 
case of Singer v. June, regarding 
our trademark. It has occurred to us 
that your article may give a false 
impression. 





For over 50 years our company 
has been the propietor of U.S. 
Trademark Registration #49,599 
covering the mark SINGER for sew- 
ing machines, and during this period 
the courts in the United States con- 
sistently have enjoined others from 
using the mark SINGER for sewing 
machines. 

Louis C. Pertit 

Mgr., Trademark Dept., The Sing- 

er Mfg. Co., New York 


Press Party Reprint 


@ We would like to send to our 70 
large fairs a copy of your story 
“How to Run a Press Party” (AR, 
February 1956). May we have your 
permission? 
FRANK H. KINGMAN 
Secy-Treas., Intl. Assn. of Fairs 
and Expositions, Winston-Salem, 
N.C. 
(Permission granted with pleasure. 
It is good to learn that our back 
issues are still, after 242 years, re- 


ferred to... Ed.) : 


Inside View 


® To our agency the enclosed car- 
toons (see cut for sample) have 
been simply hilarious, and we 
thought they might be equally hu- 
morous to other agency personnel, 
particularly those in the production 
end of this business. 

The characters are our produc- 
tion manager and one of our artists. 
The situations shown, although not 
entirely accurate, are close enough 
to the real thing to give those who 
have seen the series a real laugh. 

Davip R. ELDRIDGE 

Vice President, Eldridge Inc., 

Trenton, N.J. 


(Thanks for the cartoons. We en- 
joyed looking at them. . . Ed.) 





SAM ASIN RETURNS 





on NAZ-DAR’s flat finish and gloss 
finish inks. Keep one of each line at 
your desk and send the others to your 
silk screen printer. You'll have a 
handy color reference guide. 














\ THINK I'LL TAKE 
A DAY OF MY VACATIO 
TOMORROW AND 

WATCH THE GAME 
on Tv./ , 







SAM, — ME TO 





YOU CAN'T TAKE OFF TOMORROW, 
NAW- YOU KUSH —THA? CHART HAS TO BE 
WAVE PLENTY OF Aree 

TIME TO 00 THaT! 


Consult your Silk Screen Printer 
for helpful P-O-P suggestions 


The NAZ-DAR Company 


461 Milwaukee Avenue 
Chicago 10, Illinois 
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Error in Credit 


@ I would like to call your atten- 
tion to an error in the July 1958 
issue of AR. 

The Ronson Petite Display (see 
cut) shown and described was not 
produced by the Lane Display Corp., 
but was created and manufactured 
for Ronson by P.O.P. Displays Inc., 
Long Island City. 

Eviiotr R. Loew 

P.O.P. Displays Inc., Long Island 

City 


Film Guide Appreciated 


e I think you'd like to know that 
many people who received the 
Guide to Business Films (AR, 
April) have written us, saying how 
much they enjoyed the article, par- 
ticularly because it gave both sides 
(sponsor and producer) equal “bill- 
ing.” 
ELAINE SMYTH 

Regan Film Productions Inc., De- 

troit 
(Glad to hear of this response. This 
guide is available in reprint form, 
at 25c a copy. Ask our Reprint Edi- 
tor for Reprint +303 . Ed.) 


Everybody Loves Lawns 


e Your editorial on publicity re- 
leases (May) indeed interests me. 

We have tried desperately to cut 
down release mailings so that only 
garden writers see our stuff. 

Within the company there has 
been considerable criticism of this 
policy. The idea is that almost every 
home owner is interested in lawns; 
consequently almost any editor may 
be intrigued enough by a news re- 
lease to somehow work lawns into 
a piece that he may be doing on 
quite an unrelated subject. 

Thus while the release is not 
used, it might prompt some one to 
write about lawns and anything 
that talks about lawns _ inevitably 
benefits the lawn business. 

Dr. JOSEPH E. HOWLAND 

Asst. to the President, O. M. Scott 

& Sons, New Canaan, Conn. 


EMBOSSED PLASTIC SIGNS 
made without costly molds 


Detroit's Cunningham drug stores are marked by distinctive 
embossed plastic signs. They are made by Hanover. 


buy one or a thousand 
change copy on every face 


Hanover embossed plastic signs give 
you advantages formerly available 
only to users of large quantities. 
Whether you buy signs one at a time 
or—you pick the number—there are 
no mold charges for stock sizes and 
letters. In many cases you save enough 
to buy extra signs. You have new 
freedom of design, too. Change copy 
on every face if you like. 

This new flexibility for your sign 
program is provided by a unique press 
designed and built by Hanover.* Copy 
and background pattern are vacuum- 
embossed in a single sheet of clear or 
pigmented heavy gauge plastic. 


*Potent applied for on press and process 


Signs are painted on the inside surface 
in brilliant, non-fading acrylic colors, 
Letters are sharp and clean 

You can specify backgrounds in 


corrugated, plain or multi-facet pat- 


terns. Choose from a variety of block 
letters. Use trademarks, script letters 
and special pictorials at small addi 
tional cost. Stock sizes up to 4’ x 10’ 
are available. All standard mounting 
styles and lighting plans. 

Build your sign program around 
Hanover embossed plastic signs. For 
details write Hanover Neon Electric 


Corp., 767 N. Fourth St., Columbus 
8, Ohio. 


HANOVER ..tters « soos sis 


HANDI-MATES 


‘‘Handi-Mates"’ are 
ideal premiums for 
Nationally adver- 
tised package goods. 


Des matings dua 
Prices Promptly Us Request 


aa 


12301 W. Lisbon Ave. @ Milwaukee 16, Wis. 


HANDI-MAID 
Server Tray 


HANDI-KOASTER 


ty 
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° The following letters have been se- 
: lected from AR’s mail. In most 
. 

. cases, we have been able to supply 
: the desired informaticn from our 
. growing files. However, so many 
a. . . 

: new companies are entering the 
: field—almost every day, it seems 
. 

: —that we must depend upon our 
: readers to help us keep up to date. 
. ° . . 

. AR will add any such information 
. to its files and will promptly for- 
s . . 

. ward it in response to these re- 
: quests ... Ed. 
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Flame in Exhibit 


@ One of our clients is interested in 
producing an individual 3-D display 
featuring a “flame” in a housing 6’ 
high, 4’ wide and 4’ deep. 

We are trying to achieve the ef- 
fect of a real flame inside a trans- 
parent case, which could flare up 
and die down periodically. At the 
height of its flare, it should reveal a 
face suspended within the “flame.” 
An audio tie-in of some sort would 
then deliver a message while the 
face was visible. 

Toni Barton 

Ben Wakes Ad. Agency, Miami 


Ads in House Organs 


e From time to time we have seen 
what seems to be paid advertising 
in various house organs. We would 
like to use these publications for an 
account of ours, and thought per- 
haps you might have a list of house 
organs which accept advertising, or 
know where we could obtain such 
a list. 


@ Ideas for your direct mail 


ider devoted a trip to Europe to pick- 


YLI1Y ] 


mailing pieces. Here's his report 


© Ideas for your Christmas card 


Maurice AZRAEL 
Azrael Advertising Co., Baltimore 


AR presents a round-up of unusual ideas which can be applied 


to the annual problem of designing an exciting Christmas card 
(Only a very few house organs will 
accept outside advertising, and we 
have never seen a list. Has anyone? 


@ Ideas for a traveling exhibit .. Ed.) 


When the time comes to take an exhibit to your prospects, you'll 


find plenty of idea material in “The AR Album of Mobile Exhibits.” Plastic Product Replicas 

e Am in immediate need of supplier 
of small hard plastic product sam- 
ples. Have you on record such a 
supplier? 


@ Ideas for paperwork simplification 


There are ideas for every adman in a special AR case history: 


N. C. Wiccin 
How an Advertising Agency Uses a Copying Machine.” 


Ad. Mer., J. H. France Refrac- 
tories Co., Snow Shoe, Pa. 
(Complete list sent airmail. . . Ed.) 
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“Run the 
layout 
through the 


TRANSCOP Meteor 


ONTACT PHOTOCOPY PRINTER-PROCESSO 


before taking it 


on 
es, 


to the client.” 


Now, you can protect yourself and your clients by making copies «+eeesceesereecesseseesereces 


of all layouts right in your own office. With the new Transcopy ‘emington. BPRand 


METEOR anyone can copy anything, anywhere —fast! This superb § pivision OF SPERRY RAND CORPORATION 
office photocopier makes quality prints the first time and every {Room 1926, 315 Fourth Avenue, New York 10, N.Y. 

time. Every detail of any layout is clearly reproduced whether it be ¢ Send free folder P516 on the new Transcory METEOR. 
halftone, line art, rendering or type. You get copies whenever you * NAME & Thre 


. 
need them — and at a fraction of the cost of the old fashioned way. «©°?ANY——WH———___— 
* ADDRESS 
+ 


« CITY a 


eeeeeeeeveeeeeeeeeeveeeeeeeeeenee@ 


" 


Oe) 


Get more details and features on the superb new TRANscopy Meteor 


t! . ‘ 
— yc in a free, illustrated folder. Send for your copy, today! 
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Full color by Crocker 
now yours for 
2-color prices! 


The magic of the 
economical Crocker 
Colorform process, 
with exclusive Mirro- 
Screen plates, will 
give your advertising 
and sales material 
full color brilliance— 


to sell your products: 
Investigate Now! Write 


for this free booklet Dept. AR 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N.Clark 
Los Angeles, 2030 E. 7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


GREATEST 
FLEXIBILITY 


Use one theatre, or as 
many as 16,000 theatres 
from coast to coast dur- 
ing a week. USE... 


THEATRE SCREEN 
ADVERTISING 


DPA 
Sd 


1032 Carondelet Street 
New Orleans, La. 
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OU 
I SOLWED IT 


Now is the time to send your problem solutions in. We’ve 
been working our way through our backlog and new entrants 
will see the light of print with little delay. So sit down today, 
and tell us, in 200 words or less, about your solution to a 
work-a-day problem. We’ll pay $10 for each item published. 
Send it to Editor, ADVERTISING REQUIREMENTS, 200 E. Illinois 
St., Chicago 11. No material will be returned unless accom- 
panied by a specific request and return postage. 


Ozalid Card Stock 
Selected For Blowups 


When we first looked for a meth- 
od to produce 33 blowups of our 
photographic-style advertisements, 
we considered photographic prints 
or photostats. However we soon dis- 
carded this idea because: 


e They were too expensive for our 
limited budget 


© They would need mounting on 
cardstock 


Since, for 33 impressions each of 
of four subjects, lithography was 
out of the question and the sub- 
jects were unsuited to screen 
process, we then considered using 
brownline reproduction. But while 
this method trimmed reproduction 
costs, it still required the expense 
of mounting. 

However, the brownline method 
of reproduction on _ light-sensitive 
Ozalid card stock proved both in- 
expensive and practical as_ well, 
since it eliminated mounting. 

We found this method eminently 
satisfactory, since its one weakness 
is in the Ozalid board’s tendency 
to turn dark from prolonged ex- 
posure to light. Our salesmen were 
able to prolong the life of the cards 
for the brief time they were used. 

Bruce A. STEELE 

Sales Promotion Megr., Roma 

Wine Co., San Francisco 


Temporary File System 
Features Reusability 


When filing material of a tem- 
porary nature that does not belong 
within the permanent files, I have 
found an easy device that has the 
additional advantage of being re- 
usable. 

A standard blank gummed-label 
is pasted on an ordinary file folder. 


1” CELLOPHANE TAPE 


This label is covered with 34” or 1” 
cellophane tape. The name of the 
temporary project is written on the 
cellophane tape with a _ grease 
pencil. 

When the project is completed, 
the name is erased off with a cloth 
thus leaving the label clear for la- 
beling future temporary projects. 

Simple, but neat and effective. 

NATHAN S. MASSION 

Art Director, Western Grower & 

Shipper, Los Angeles 


Dummy Display Problem 
Created by Foil Printing 


To solve the problem of how to 
dummy up a display that was to be 
printed on aluminum foil, we tried 
the following solution: 


1. Layout was made on tracing 
paper. 
2. Tracing then placed over self- 
adhering transparent color sheets 
and areas of color as well as large 
lettering were cut through the 
tracing and color sheets. 
3. These separate pieces were then 
placed in position on sample stock 
of aluminum foil. (Placing one color 
sheet over another gave same effect 
as finished “overprinted” colors). 
4. Small lettering and opaque areas 
were rendered in tempera to which 
a little “non-crawl” color medium 
had been added. 

The end result gave a 99° ap- 
proximation of the finished job. 

Aut TEMPLETON 
Byrede, Richard & Pound, New 
York 





Ingenuity and Imagination 
Gives Lowcost Luxury-look 


When one of our clients needed 
three presentations to sell other 
manufacturers on participating in 
a film project, we faced the follow- 
ing problems: 


® a small budget 

® the need for a fine design with a 
strong company image 

® a tight deadline 

Obviously, full-steam on imagina- 
tion and ingenuity was needed so 
we decided to do the job ourselves, 
in order to experiment. 

Our solution was to first rent a 
typewriter with primer or jumbo 
type. Then a secretary typed the 
three, 20-page presentations in the 
jumbo type on pastel shades of 
Color-Vu paper. 

When it came to the artwork, we 
decided against sketches and used, 
instead, black tape in various widths 
and affixed them to the pages in a 
Mondrian-design effect. On other 
pages we used both the tape and 
blocks of contrasting or harmonizing 
paper which also gave a Mondrian 
effect. 

For binding, we purchased three 
easel ring-binders 11x8%” in size 
and acetate envelopes. Inserting the 
typed pages in the acetate envelopes 
we kept the books from becoming 
bulky by using only 10 envelopes 
per book. 

The total work of the project took 
just two working days, and final 
costs were just about half of what 
the budget allotted for the project. 

RutuH L. Ratny 

Creative Director, Fred A. Niles 

Productions Inc., Chicago 


Simultaneous Ad Runs 
Save Production Costs 


One of our business magazines 
recently had a four-color ad sched- 
uled for its second cover and a 
single other four-color ad to ap- 
pear on an inside page of the same 
issue. 

The cost of running these two ads 
separately would actually have ex- 
ceeded our own charge for them; 
while printing them simultaneously 
would yield a goodly profit. 

Since our aim was to save money, 
I ordered our printer to run the in- 
side four-color ad and three other 
pages with the four covers as an 
eight-page form. This was later cut 
apart and bound as covers and in- 


side signature. 
ALLEN GLASSER 
Production Mgr., Cantor Publi- 
cations, New York 


RED BALL Abia 


; DIRECT MAIL 
services of WWW zZiy7e 


Estoblished 
1920 





Now available in 
the New York area 
—as well as Chicago 


Photo-Offset Printing 

Offset Plate Making 
Planographing 

Addressing 

Typewritten and Mechanical 

All Letter Services 

Processed Letters 

Complete Bulk Mailing Services 
Premium Redemption Service 


...@ complete, experienced 
service backed by the know-how 
gained in 38 years in all phases of 
offset printing, mailing and direct 
mail operations in Chicago. 


For the best in service, speed and 
economy, do as outstanding firms 
throughout the Chicago area do— 
call DOOLITTLE, and get MORE 
for LESS. 


DOOLITTLE & CO., INC. 


320 N. DEARBORN ST., 6-8 WEST 20th ST., 
CHICAGO 10, ILL. NEW YORK 11, N.Y. 
SUperior 7-1722 CHelsea 2-6092 


27 CALENDAR AVE., LaGRANGE, ILL. 
Fleetwood 2-2433 
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Like other binder jobs, your own 
may call for new materials and 
methods, or a new application of 
loose-leaf or indexing principles— 
possibly even an invention. Heinn’s 
creative people often come through 
with a special product so different 
that “invention” is the only word 
you can apply. 


Your request brings a practical 
idea from the Heinn man in your 
area; your tentative okay starts 
experimenting and speculative 
work. Customer testimonials prove 
the end results — increased sales, 
better trade relations, greater oper- 
ating efficiency. 
Whatever your need in custom 
binders, Heinn’s creative approach 
will please you much more than a 
“price” offer ever could! 


reeset 


arses: 
Two binders in a ‘‘family”’ 
of five made for one company. 


Copyright 1958, 
by The Heinn Company, Milwaukee 


Clip and mail this coupon: 


THE HEINN COMPANY, 306 W. Florida St., Milwaukee 4, Wis. 
We are listing quantities of items on which we'd like complete information 
Solesmen's Catolog Binders 


Dealer Catalog Binders 0 Send ‘‘Facts at Your Finger 
tips," Heinn’s new booklet 


Manual Covers for the catalog planner 


(Sales, Service, Parts) 


CD Hove your 
Price Books 


representative call 
Colorific Indexes 


Firm 
Address 


City Stote 
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® Ken Butler’s Layout Scrapbook, 
by Kenneth B. Butler, George C. 
Likeness and Stanley A. Kordek, 
Butler Typo-Design Research Cen- 
ter, Mendota, Ill., 112 pages, $3.75 
... Fifth in the series of handbooks 
for those concerned with publica- 
tion layout, this contains more than 
100 sample pages. Layouts are ar- 
ranged according to the number of 
illustrations used, varying 
none at all to six. 

This is a handy book to have 
nearby when you are faced with 
the problem of coming up with a 
new and different layout. 


from 


> What Makes Women Buy, by 
Janet L. Wolff, McGraw-Hill Inc., 
New York, 294 pages, $6... Written 
in a psychological vein with a com- 
mercial purpose, ‘this analysis of 
Mrs. Consumer might well have 
been sub-titled “How to coax the 
dollars out of Milady’s purse.” 
There is no doubt that anyone con- 
cerned with selling women (and 
who of us isn’t), will find this com- 
prehensive but unemotional exposé 
of the hard-headed buyer under the 
latest chapeau and new “sack” al- 
most mandatory reading. Among 
the many salient points covered are 
the major changes in normal living 
patterns for women today and the 
new thinking patterns she has 
adopted as a result of these changes 
plus tips on her fundamental beliefs 
and needs, her idiosyncracies, her 
patterns of shopping, and her nat- 
ural enthusiasms. 


>} 
a 


¢ / ie 
WH 


T MAKES: 
‘WOMEN BUY |-- 


4+ 


| 
| 
\ | 
>. JANET WOLFF 
ee 
A i) 


® Know Your Packaging Materials, 
AMA Management Report No. 5, 
published by the American Man- 
agement Assn., New York, 128 
pages, $3 (to members, $2) ... This 
is a basic reference guide to the 
multitude of packaging materials 
available on today’s market. With 
each chapter written by a different 
expert, the book is authoritative 
and non-technical. Obviously, a 
booklet of this size cannot contain 
all the information about all the 
materials, but it is surprising how 
much information, in text and ta- 
bles, this does contain. Invaluable 
for anybody who is concerned with 
packaging in any of its aspects. 


@ Annotated Bibliography of Audio- 
Visual Aids for Management De- 
velopment Programs, edited by 
Charles A. Hebert, Research Serv- 
ice, 353 W. 57th St., New York 19, 
24 pages, $3... A selection of films 
and filmstrips that are applicable to 
training in such management areas 
as public relations, management 
communication and public speaking, 
to cite a few which are closer to the 
field of interest of the advertising 
department. Brief descriptions of 
each item are given, as are sources 
and costs. There is also a_ useful 
bibliography. 


e U.S. Business Participation in 
Trade Fairs Abroad, by the Depart- 
ment of Commerce, published by 
the Government Printing Office, 
Washington, 29 pages, lic . . . More 
American businessmen 
are finding that direct participation 
in international trade fairs can have 
several benefits in addition to its 
primary selling purpose. This little 
pamphlet is an introduction to the 
international trade fair as a com- 
mercial activity. For the business 
man who is contemplating adding 
this to his program, this pamphlet 
is a useful introduction. 


and more 


© The Rapid Fact Finder, compiled 
by Hugh Weideman, Thomas Y. 
Crowell Co., New York, 495 pages, 
$4.95 . At a penny a page, this 
book is a bargain. For each page 
contains at least 495 facts, many of 
them hard to locate in standard 
reference volumes. 

The 100 categories included, sup- 
plemented by cross-indexing, are 
arranged alphabetically, making it 
comparatively easy to find the ma- 
terial included. In general, the ar- 
rangement has been planned to an- 
swer most conveniently the ques- 
tions as they come up. For example, 
in addition to listing gods according 
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<«M-J Stickability 


M-J Old Tavern gives you 


perfect gummings for perfect performance — 





Water Soluble Adhesives 


Just wet and set on the surface desired. Dextrine, 
animal and specialty glues for adhesion to china, glass, 
paper, leather, rubber, porcelain, wood, fabric, masonite, 
plastic, and other surfaces. 


Heat Seal Adhesives 


ON! .. . in an instant — sticks forever. Your 
“old faithful” for the moisture-proof surfaces of to- 
day’s modern packaging — cellophane, saran, paper 
board, glassine, most textiles and fabrics. 


Dry-Stik Adhesives 


No moistening — just peel off the protective back- 
ing. Sticks to most clean, dry, hard, smooth surfaces — 
glass, porcelain, baked enamel, wood, chrome, stainless 
steel, aluminum, most plastics. 





Only M-J gives you perfect performance 
on both sides of the label 
ASK YOUR M-J PAPER MERCHANT FOR 


these other famous M-J label surfaces 


UNCOATED WHITES COLORED MEDIUMS 


this wide selection of M-J gummings 


WATER SOLUBLE—AIl the standard Dextrine and Animal 


COATED WHITES COLORED PLATEDS glues, plus Peelable, Tropical and other specialty gummings. 
SPECIALTY PAPERS 


HEAT SEAL DRY STIK 


... the sign of the most complete label line 
LUDLOW PAPERS, INC. 
Fine Papers Division 

FINE PAPERS Brookfield, Massachusetts 





to the peoples who adopted them, 
there is a classified listing, so that 
admen wishing to appeal to the dei- 
ties of fate and fortune can find 
seven gods and 42 goddesses from 
which he can select. 

A useful addition to the adman’s 
reference shelf, to supplement the 
more familiar almanacs. 


@ Annuals, Directories, Who’s Who 
and Press Guides, Publishing & Dis- 
tributing Co. Ltd., 177 Regent St., 
London W.1., England, 36 pages, 5 
shillings ... Arranged by country of 
coverage, this is a listing, without 
detailed description, of what pub- 
lished directories are available. Al- 
together, 73 countries or regions are 
covered. The number of pages, the 
year of issue, and the price (in 
British currency) is given for each. 
Copies can be ordered from the 
publisher. A useful guide to those 
concerned with international mar- 
keting and promotion. 


® How to Make Your Sales Meet- 
ings More Effective, by John J. 
Kielty, Sales* Executives Training, 
36 S. Wabash Av., Chicago 5, 33 
pages, $1... This booklet is a 
handy guide to planning sales and 
other meetings as well. The author 
divides his instruction into five sec- 
tions: preparation, presentation, 
participation, assignment and _ fol- 
low-through. It is written concisely 
and to the point, and even the most 
experienced leader should get some 
help from it. 








DECEMBER, 1958 
Dec. 1-7 
Vational Prosperity Week... sponsored 


by Christmas Club Corp., 230 Park Av., 


New York. 
Dec. 1-31 


Holiday Butter Cookie Time .. . spon- 
sored by American Dairy Assn., 20 N. 


Wacker Drive, Chicago 6. 


Dec. 10 
United Nations Human Rights Day .. . 
(Presidential Proclamation). 


Dec. 11 
JCI Day . . . sponsored by Junior Cham 


ber Intl, 1200 Fifth St.. Miami Beach, 


Fla. 
Dec. 17 


Pan American Aviation Day . . 
dential Proclamation) 


Dec. 25 
Christmas Day 


I 
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Silk screen 
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°o processed on steel 
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or aluminum. Any 


7 
size or style in modern 
creative design, Plain 
or ‘‘Scotchlited’’. 


Use our =_— 


ing service - BEER 
it’s FREE! 


\\ i= Brew that Grew with | the Great Northwest 

SEND FOR CATALOG SIGN & MFG. CO. 

- IN FULL COLOR “6 R A C iz 3601 S$. SECOND ST. 
ST. tours TT, RO. 


50 INTERNATIONAL- 


WATTIER 
Process 
. The Improved Gravure Engraving Method... 


PROVIDES A NEW DOT FORMATION 
THAT ASSURES A WIDER RANGE 


Note how the dot formation (enlarged in the unretouched 
illustration on left and above) varies in contour 


and that’s only one of the distinguishing improvements offered 
by the INTERNATIONAL-WATTIER Process. All its advantages 
add up to BETTER COLOR REPRODUCTION. 


Ask us to give you complete details! 


ROTOGRAVURE ENGRAVERS 


SPECIALIZING IN COLOR 
€ Y analto nel, 
To 
NEW ryoR 239 NY Gravure ( Nl. 


Ph 5.8750 


LOS ANGELES Soles Office 232 East MUtual 7341 


SUPERTONE, INC. 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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The following reprints of feature articles which have appeared in ADVERTIS- 
ING REQUIREMENTS are available at 25¢ each, except where another price is 
listed. Special prices are available for quantity orders. Please order by num- 
ber, enclosing payment for all orders for $2 or less. Send your order to 
Reprint Editor, Advertising Requirements, 200 East Illinois St., Chicago 11, Ill. 
A complete list appeared in AR for June. 


New This Month 


308 A Basic Guide to Television Commercials 


257 How Billboard Produced an Unusual Insert oe - by F a. 6. Schueler 


Audio-Visuals 
303 A Basic Guide to Business Films 


224 The Art of Communication _ by Richard A. ‘Naumann ‘(50e) 
198 Less Than Ic Per Impression. — by Mildred Weiler 
177 The Use of _Tape Recorders in Advertising — by H. Jey Bullen (50¢) 


Two spe \ 
145 Audio-Visuals Don't sieve te Cost a Lot “ Money te Be Effective 


Direct Advertising 
304 A Basic Guide to Direct Mail 


254 Peek-a-Boo Envelopes Can Sell 
214 Are Amateurs Ruining Direct Mail? - —— ‘by Dick Hodgson 


172 202 Tips for Direct Mail Advertising (30¢) | 


103 All the People Some of the time — he Nicholas Samstag 


Engraving 


203 Progress Report on Sloctventc Sugpavtng — by David Seltman 
155 Assembling Color Elements Can Save Time end Money a H. c. Latimer 


141 How to Make One Set of HE Plates Do the Work of Severe —_ he Shonen T. 
Converse 


112 Do's and Don'ts for Better Engraving 


Exhibits 


239 Borrow an idea from St. Louis — by ameved Weiler 
223 Showmanship at a Home Show as by Phil Seitz 


192 Exhibit Photos — How to Put Them to Work 
191 How to Get More from Your Trade Show Dollars — ‘by William s. Orkin 


raft thr 


178 The Growing Importance of Fairs as an Advertising ‘Medium — by . James Joseph 


Fair + <} 


146 How to Get the Most Benefit from Trade Shows 


fr 


110 55 Ulcer Reducers for Exhibitors 


f 


Photography 
302 A Basic Guide for Better Advertising Photos 

How to work witt tographer » get 
228 A New Guide to Color ae —_ of Egon Berka 


175 How to Use Color Stats — by Ted Sanchagrin 


162 How to Crop Photos — by Chnsons OS Tajiri 
f ers for ++ 


na the r 


Point-of -Purchase 


253 How to Merchandise ROP Color — by Mark Cox 
How Wilson & ( 
242 Twelve Ways to Save Money on P.O.P. — by Jack a Wichert 


176 What Makes Good P.O.P. Rbverticing — by Beneid ‘s. Hutchinson 


A quide to help readers hit pay dirt 
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Conventions 


All meetings listed here are annual 
conventions, unless otherwise described. 


SEPTEMBER 


2-5... Natl. Paper Trade Assn... Conrad 
Hilton, Chicago 

5-8 ... Mail Advertising Service Assn. 
Intl. Chase-Park, Plaza Hotels, St. Louis 
8-11 .. . Intl. Assn. of Electrotypers & 
Stereotypers, Chalfonte-Haddon Hall, At- 
lantic City 

8-11 . . . New York Premium Show. 
Sheraton-Astor, New York 

10-12 .. . Direct Mail Advertising Assn.. 
Chase-Park, Plaza Hotels, St. Louis 
10-13. . . Natl. Assn. of Photo-Lithog- 
raphers, Statler, Boston 

15-17 . . . Newspaper ROP Color Con- 
ference, Waldorf-Astoria, New York 
27-Oct. 1... Natl. Stationery & Office 
Equipment Assn., Conrad Hilton, Chicago 


OCTOBER 


5-8 ... Packaging Machinery Manufac 
turers Institute Meeting, French Lick, Ind. 
6-10 . . . Society of Photographi« Scien- 
tists & Engineers, Manger, Rochester, 
N.Y. 

7-10... Industrial Film and Audio-Visual 
Exhibition, Trade Show Building, New 
York 

eee fics {dvertising T ypographers {ssn. 
of America, Shoreham, Washington 
13-15... American Photoengravers Assn.., 
Netherland-Plaza, Cincinnati 

13-15 .. . Packaging Institute’s 20th An- 
niversary Forum, Edgewater Beach, Chi- 
cago 

14-17... . Intl. Typographic Composition 
{ssn., Ambassador, Los Angeles 
15-17... National Members’ Meeting, 
Point-of-Purchase {dvertising Institute, 
Claridge, Atlantic City, N.J. 

18-21... American Society of Industrial 
Designers, Bedford Springs, Pa. 

20-22 . . . Plastics-Paper Conference, 
Sheraton-Kimball, Springfield, Mass. 
20-24 ... Natl. Business Show, Coliseum, 
New York 

20-24 ... Society of Motion Picture & 
TV Engineers, Sheraton-Cadillac, Detroit 
22-24 ... Life Advertisers Assn., Queen 
Elizabeth, Montreal, Canada 


NOVEMBER 


2-5 ... Natl. Automatic Merchandising 
{ssn., Kiel Auditorium, St. Louis 

4-6 .. . Canadian Natl. Packaging Exposi 
tion, Exhibition Grounds, Toronto, Ont. 
5-6. Corrugated Containers Conference, 
Netherland-Hilton. Cincinnati 


5-7... Public Relations Society of Amer- 
ica Conference, Waldorf-Astoria, New 
York 


17-21... Natl. Plastics Exposition, Inter- 
national Amphitheatre and Morrison, Chi- 
cago 





YOUR OWN PHOTOS 


. for reproduction by PHOTO OFFSET or PHOTO ENGRAVING! 


. ANYONE can make fine, reproduction quality 


VELOX PRINTS 


from FLAT COPY. . or directly from OBJECTS... 8x10 PRINT 


ANY SCREEN (from 30 to 150) ANY SIZE (up to 14x17) 
from color or black and white, from paper or film, 
from color transparencies... dried, ready 

for reproduction ...in only 5 minutes. . . with the 
STATMASTER, the world’s most versatile all-in-one unit. 


price includes 
screened negative 


NO KNOWLEDGE OF PHOTOGRAPHY IS NECESSARY! 


Any member of your present staff can also make the finest, reproduction quality 
STATS - FILM - PHOTO-PRINTS (on any grade or weight of paper) 
Enlarged or Reduced (up to 350%) in Line or Halftone . . Negative or Positive. . 
in straight or flopped position . . . for approximately 1/10 of your present costs. 


RENT or PURCHASE 


the new, revolutionary 


Mini? STATMASTER 


eal ray ” % ...includes all accessories, installation and instruction. 
wvenarcer! NS 
A a 


only $415°° per month 
"LUCY" ror tracing: 


.. no down payment . . . nothing else to buy! 
Selec Sn 


irs A vs Megs ; 


aah EQUIPPED “ The Fabulous STATMASTER also does Sur-Printing, Acetate Overlays, 
DA Bas-Reliefs, Reproportioning, Italics, Curves, Perspectives, etc. 
AUC ela) 


i model COME IN FOR AN EXCITING DEMONSTRATION, OR SEND FOR DESCRIPTIVE LITERATURE 


ee Sm Oe Ao Re 





EASTERN 


EXCELLENCE IN FINE PAPERS 


26 - @B 


Want a clean cover stock with easy press performance? 
ATLANTIC COVER lies flat, stays flat and reduces make-ready and press time. 


When the job calls for folding, you can also rely on the scoring and non- 
cracking advantages of ATLANTIC COVER. 


For offset or letterpress, ATLANTIC COVER is surface-sized,which produces a 
better finish for either printing process. 


Whatever your requirements in cover stock, you'll find special advantages 
in ATLANTIC COVER. Made in nine clear, sparkling colors and a bright white 


... Antique or Ripple Finish. Ask your Franchised EASTERN Merchant for 
samples of ATLANTIC COVER today. 


ATLANTIC COVER + ATLANTIC BOND e¢ ATLANTIC OPAQUE « ATLANTIC OFFSET ¢ ATLANTIC LEDGER 


Atlantic Papers 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF FINE BUSINESS PAPERS AND PUROCELL® PULPS 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, CHICAGO AND ATLANTA 
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ertising Requirements 


a contest for 


How glamor was added to a national 
contest, to excite dealers and consumers alike. 


By Betty Aulenbach 
AR Associate Editor 


Brawny plumbing contractors, 
bombarded from all sides by drab, 
matter-of-fact promotion of other 
people’s pipes, faucets and fixtures, 
must have been somewhat taken 
aback by the delicate, dreamy 
orchid-and-black look of the latest 
manufacturer’s promotion designed 
to set their selling powers into mo- 
tion. 

Actually, there was reasoning be- 
hind this unprecedented aura of 
femininity. That most awesome of 
ultimate consumers—‘the little 
woman’’—was lurking in the back- 
ground. 


> Eljer Division, Pittsburgh manu- 
facturer of bathroom fixtures, a di- 
vision of Murray Corp. of America, 
was responsible for the campaign. 
The company had decided to build 
bathroom modernization business 
for both the contractors and itself 
by launching a $50,000 “Dream of 
an Eljer Bathroom” contest for con- 
sumers, and to conduct it entirely 
through the plumbing contractors 
themselves. 

Developed for Eljer by the com- 


pany’s agency, Fuller & Smith & 
Ross, Pittsburgh, the entire promo- 
tion to both contractors and con- 
sumers was tied together by a com- 
mon denominator—three common 
denominators, in fact: the dis- 
tinctive orchid shade, a high fash- 
ion model who appeared on all pro- 
motion and advertising, and a 
“dream theme.” 

From the consumer angle, here is 
how the contest worked. Con- 
testants were asked to submit 
sketches of both their “actual” and 
their “dream” bathrooms. Blocked 
squares for sketching were sup- 
plied on the entry blanks. In addi- 
tion, contestants were to tell, in 25 
words or less, why Eljer fixtures 
were chosen for the dream bath- 
room. Winners were to be judged 
on the aptness of their statements 
as well as on the originality, design 
and efficiency of their sketches. 
(The contest closed in April but 
winners are yet to be announced.) 

Top prize will be a $4,000 Eljer 
bathroom plus a two-week trip for 
two to Hawaii. Second prize is a 
$3,500 bathroom and one _ week’s 
trip to Acapulco. Third prize con- 
sists of a week’s trip to California 
and a $3,000 bathroom. There are 97 


additional prizes consisting of Eljer 
bathrooms, powder rooms, washer- 
dryers and cash awards. Prizes will 
be formally announced at the Na- 
tional Assn. of Plumbing Contrac- 
tors convention in Los Angeles in 


July. 


> Contractors received their first 
announcement of the coming con- 
test through a “teaser” direct mail 
piece sent out last fall. On the out- 
side, next to the name and address, 
were the words (in orchid ink) 
“It’s No Lie!” and beside the mes- 
sage a pretty girl, who looked as 
though she might be stepping out 
of a shower, peeked out at the 
addressee. 

The mail piece, which opened into 
a broadside, gradually revealed the 
further information that dreams do 
come true and Eljer was about to 
prove it. The “dreams,” it developed, 
was a tremendous business-build- 
ing program for plumbing contrac- 
tors, details of which would be an- 
nounced at a later date. But still 
no word of a contest 


A follow-up broadside, also in 
orchid and with the same pretty 
model (this time clad in a negligee 
and __ Jooking 


dreamy), revealed 
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more information. The contest it- 
self was announced for the first 
time. 

The contractor was told that an 
Eljer wholesaler would soon pay 
a visit and supply details; that the 
contractor's own place of business 
would serve as_ official contest 
headquarters if he wished to en- 
roll; that the benefits to the con- 
tractor would be increased store 
traffic and free listings in Eljer’s 
contest announcement ads in Sun- 
day newspaper supplements. 

He was told, too, that prizes to 
contest winners would be matched 
by prizes to the contractors who 
had enrolled winners—a Cadillac 
plus a two-week expense paid trip 
for two to the NAPC convention 
for the contractor registering the 
top winner; trips for two to the con- 
vention for those registering the 
next two winners; mink scarves for 
the wives of the next seven contrac- 
tors. Also, it was pointed out that 
contractors registering the winners 
of bathrooms and powder rooms 
would make the complete installa- 
tions. 


Follow-up promotional material 
appeared in due time and included 
a registration form for contractors 
who wished to sign up for the con- 
test, window banners, and registra- 
tion forms and contest information 
to be distributed to the contestants 
themselves. As before, all promo- 
tion carried out the “dream theme.” 
The pretty blonde, clad sometimes 
in her towel, sometimes looking 
dreamy in orchid lingerie, was 
everywhere evident. 


> Meanwhile, Eljer wholesalers 
were being pulled into the act and 

like the contractors—with a 
promise of profit to themselves. An 
18-page, spiral-bound, lavishly 
illustrated brochure explaining the 
contest was distributed to whole- 
salers for presentation by them to 
the contractors. Wholesalers were 
informed that they, too, would 
come in for a share of the prizes. 
Top wholesaler salesmen would be 
given mink scarves for their efforts 
in signing up contractors for con- 
test participation. 

While all this was going on, the 
advertising phase of the program 
was evolving. The ads announcing 
the contest first appeared in two 
Sunday newspaper supplements— 
This Week and Parade. The ads 
carried names of local participating 
contractors wherever the newspa- 
pers were circulated in their areas. 
Ads were also run in Better Homes 
& Gardens and American Home. 

The contractors themselves re- 
ceived an assortment of newspaper 
mats for placing announcement 
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Consistent Theme . 


ads over their own signatures. A 
“teaser” ad was run in plumbing 
publications, followed up by a four- 
page insert describing the contest 
in detail. 


> “The contest idea for the promo- 
tion suggested itself,’ according to 
J. J. Lane, Eljer general manager, 
“because it seemed to be the best 
way to get home owners to give 
real thought to their bathroom 
modernization problems, and at the 
same time it offered the opportunity 
to include the plumbing contrac- 
tors in the program by tying them 
in with ads, making their places of 
business headquarters for contest 
entry blanks and for complete in- 
formation about modern bathroom 
fixtures as to color, style and in- 
stallation.” 

Earlier surveys conducted by 
Eljer and its agency had pointed up 





An Eljer dream bathroom 
Dlus an PXCILING vacation trip 
vip 


ELJER 


. . Pieces in the campaign were tied together by use of a char- 
acteristic purple and the blonde in negligee 


the fact that thousands of people 
are anxious to modernize their 
bathrooms, but have no idea where 
to go for the proper information 
as to what is available and suitable 
to their needs. 

Given all the facts and all the 
problems, Eljer’s contest seems to 
have managed to be “all things to 
all men.” The contractors can’t lose. 
Besides the increased store traffic, 
contest registrations will prove val- 
uable as future prospect lists. The 
contestants can’t lose, really. At 
least they now know where to go 
with their bathroom modernization 
problems as they arise. The Eljer 
wholesaler salesmen, too, have 
something to gain. 

And certainly Eljer Division it- 
self, once the prize bathrooms have 
been handed out, expects to sell 
more bathrooms, too—for quite a 
while to come. 44 





the use of 
CHRISTMAS GIFTS 


in business 


AR’s sixth annual survey looks into 


the gift-giving habits of American advertisers, 
and what they think of the practice. 


Last Fall, the ever-alert New 
Yorker obtained, and published, two 
letters from the well-known meat- 
packer, Swift & Co. One asked that 
no gifts be presented to its own em- 
ployes at Christmas time; the other 
urged that executives consider Swift 
products when sending out business 
Christmas gifts. 

The New Yorker headed the item 
“Vacillation in the Stockyards,” and 
the incident is indicative of the am- 
bivalent attitudes that exist among 
American executives when it comes 
to the Christmas season. Many, ac- 
cording to AR’s survey, feel that 
the practice has grown beyond 
limits, but few are willing to risk 
abandoning the practice. 

As a result, Christmas gift-giving 
by business is big business. About 
two-thirds of all companies engage 
in the practice, and they spend a lot 
of money. In the group of respond- 
ents, a high figure of $50,000 was 
reported, and an average of over 
$3,200 was reached. 


> It’s a little difficult to make an 
accurate estimate of just what the 
total amounts to. But if AR’s re- 
spondents are typical of American 
business, and there is little reason 
to dispute this, a conservative esti- 
mate is the substantial sum of more 
than $1,000,000,000! A report by 
Electrical Merchandising, covering 
just the wholesale houses in the 
electrical industry, gave a figure of 
almost $4,000,000. 

Those who follow the practice of 
giving gifts at Christmas, and they 
form approximately two-thirds of 
the total, do so largely because they 
want the recipient to remember, 


with favor, the donor. As an adver- 
tising manager from Humboldt, 
Neb., put it: “I am for it—as long 
as in good taste—i.e., asking friend- 
ship without being embarassing.” 
An Evansville, Ind., executive com- 
mented that Christmas gifts are 
“excellent goodwill builders, if gift 
selected fits the customer type.” A 
Newark respondent added, “It 
should be continued—I believe it 
makes people remember the giver.” 


> Some of those who give do so un- 
der protest. One of the most out- 
spoken was this comment from 
Evanston, Ill.: “I wish someone 
would spearhead an all-out drive 
against ‘business’ 


giving. Besides 


being largely hypocritical, it adds 
to cost of doing business—hence, is 
inflationary.” This man’s company, 
by the way, plans to send out 7,000 
gifts this coming year, each costing 
$2.90. 

Some feel that individuality is 
lost. Like this Huntington, Ind., 
comment: “Gifts come so hot and 
heavy during Christmas that it is 
doubtful if any impression can be 
made.” 


> But these comments are 
heard every year. Doubts are ex- 
pressed, yet companies continue to 
purchase and distribute gifts to cus- 
tomers and prospects, to employes 
and even to stockholders. The per- 


same 


Favorite Christmas Gifts 


One of the questions on AR’s survey was “Of the gifts you got last 


year, which was your favorite?” These were among those named most fre- 


quently. 

Auto trouble light 
Bar set 
Barbecue set 
Barometer 
Blanket 

Camera 

Carving set 
Cigars 

Cigaret lighter 
Clock radio 
Compact 

Cuff links 

Desk equipment 
Diary 

Electric grill 
Electric skillet 
Fireplace lighter 


Food 

Gift certificates 

Glass planter 

Golf balls 

Liquor 

Magazine subscriptions 
Mixer-blender 

Picnic set 

Popcorn popper 
Record albums 

Salt & pepper shakers 
Serving tray 

Spice rack 

Table lighter 
Television set 

Wallet card holder 
Week-end bag 
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MARKING PENCIL 


writes on 
everything! 


Many people (particularly retailers) 
write on unusual things. That’s why 
Imprinted Listo Marking Pencils are 
ideal gifts. Listo makes a clear, bold 
mark on any surface...so useful it 
stays with the man who receives it. 
And Imprinted Listo Marking 
Pencils cost less than 25¢ to give. 
Refills in 6 colors. 


Ask your advertising specialty jobber 
LUUSTO PENCIL CORPORATION, ALAMEDA, CALIFORNIA 


30 + GRR: September 1958 








centage does not vary more than a 
point or two from year to year. 

Gift-giving is with us, and from 
all indications, it is with us to stay. 
So, if you are among the 60-odd 
percent of companies which buy 
and give Christmas gifts year after 
year, it will pay you to examine 
your practices carefully, to see how 
they stand up against other compa- 
nies. 


» How much do you pay for gifts? 
Reported prices range from 35c ea¢h 


to a high of $100. The largest num- 
ber fell in the range between $3 
and $8, followed closely by the $1- 
3 group. This is close to the dis- 
tribution for 1956. Two-thirds of the 
respondents spent the same in 1957 
as they had in 1956, while the re- 
maining third were equally divided. 
Half had increased their expendi- 
tures in 1957 and half had cut down. 

The size of the company had little 
to do with the cost of the gifts sent 
out. Both big and little firms ran 
the gamut in money spent. When it 





When People Pick Their Own... 


The gift certificate plan has become increasingly popular in recent years. It 
has been offered by a number of companies specializing in this technique, and 
a variation of it is being offered this year by some advertising specialty coun- 


selors. 


While offers may vary from one company to another, in essence the donor 
decides about how much money he wishes to spend on each gift, and sends out 
an illustrated circular which describes, without prices, about a dozen selected 
items. Included is a return postcard which the recipient returns with his selection 
indicated. The gift is sent out and the donor billed. 

An analysis of the orders received gives some indication of what people, on 
the average, like. The following figures are from Certif-a-Gift Co., Evanston, IIl., 
which offers gifts in eight price groups. While the 1957 selections were still domi- 
nated by items for the home, there was a recognizable trend towards masculine- 
slanted merchandise, and the 1958 catalog is expected to include a slightly high- 
er proportion of these items. The following lists include only those articles se- 
lected by more than 5% of the recipients. Two price groups have been omitted. 


From the $4.85 Group... 
Electric Alarm Clock 


(Westclox) 19.5% 
Gallon Camp Jug (Thermos) 12.7 
Coffee Carafe 8.8 
Pen & Pencil Set (Sheaffer) 7.9 
Picnic Bag (Nappe-Smith) 7.8 


Handyman’s Tool Set (Pennens) 7.7 
Castille Pitcher 

(Spanish Import) 7.3 
Manicure Set (Wiss) 6.3 
Brass Plaques (English Import) 6.1 


From the $7.45 Group... 
Percale Sheets (Fieldcrest) 13.4 


Bathroom Scale (Hanson) 12.8 
Lantern (Delta) 11.5 
Steak Knife Set 

(Swedish Import) 9.7 
Heating Pad (General Electric) 9.7 
Travel Iron (Dominion) 8.3 
Dictionary (Webster's 

New World) 8.1 
Golden Arrow Shirt (Arrow) 6.3 
Wall Clock (Westclox) 6.3 


From the $9.80 Group... 


Pull Lamp (Argo Inc.) 26.1 
Wall Clock (Westclox) 10.2 
Starflash Outfit (Kodak) 9.5 


Auto Lunch Basket (Peterboro) 7.4 
18-piece Tool Kit (Pennens) ae 
World Globe (Replogle) 6.0 
Carving Set (Swedish Import) 5.7 
Ships Candleholder Sconces 


(Globe Brass) 5.6 
Salt & Pepper Shakers 
(Gorham Sterling) 5.4 


From the $14.60 Group... 
Fitted Percale Sheets 


(Fieldcrest) 17.2 
Wamsutta Comforter 
(Purofied Down) 15.1 


Spacesaver Wall Lamp (Argo) 10.9 
Golden Arrow Shirts (Arrow) 10.1 


Badminton Set (Wilson) 9.2 
Sport Watch (Westclox) Fok 
Automatic Time All 

(Intermatic) 5.6 


Snorkel Pen Set (Sheaffer) 5.5 
World Globe & Atlas 

(Replogle) a 
Paul Revere Bowl (Gorham) 5.0 


From the $24.40 Group... 


Electric Blendor (Dormeyer) — 21.1 
Deluxe Coffeemaker 


(Westinghouse) 18.1 
Electric Fry Skillet 

(Westinghouse) 13.9 
Food Slicer (General) 11.8 


Fishing Rod & Reel (Pflueger) 6.1 
Man’s Electric Razor (Ronson) 5.7 


From the $49.50 Group... 


Matching Luggage 

(Samsonite) |. 20.8 
Transistor Radio (DeWald) 13.4 
Portable Maxaw (Cummins) 11.4 
Royalty Blankets (Springfield) 10.7 
Electric Food Slicer (General) 8.7 
Stainless Steel Tableware 

(Fraser) 8.1 
Hassock Fan (Fresh-nd-Aire) . 6.0 








TEMPLAR 


Cc OAT & OO oOo fF FS E& T 


The human eye with its subtle tones and white halftone, line, and four colors. 
fine detail was specially chosen to show ‘Templar Coated Offset is only one of the ¢ THE 


CHAMPION PAPER 


the quality reproduction possible with many quality papers which have built 
Templar Coated Offset. This insert—one Champion’s reputation for better cus- 
of a series—on 80-pound basis weight tomer service —service which assures the & FIBRE COMPANY 
demonstrates its versatility in black and fast, dependable delivery of every order. 


HAMILTON, OHIO 
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QUALITY HOUSES 


ALABAMA 


The Whitaker Paper Company 
The Partin Paper Company 
W. H. Atkinson. Fine Papers 


ARIZONA 


Birmingham 
Mobile 
Montgomery 


Phoenix Blake, Moffitt & Towne 

Butler Paper Company 

Tucson Blake, Moffitt & Towne 
ARKANSAS 

Little Rock Roach Paper Company 
CALIFORNIA 

Fresno Blake, Moffitt & Towne 

Oakland Blake, Moffitt & Towne 

Long Beach Blake, Moffitt & Towne 


Blake, Moffitt & Towne 
Carpenter Paper Company ( 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Carpenter Paper Company : 


Los Angeles 


Sacramento 
San Bernadino 
San Diego 
San Francisco 


San Jose Blake, Moffitt & Towne 
Stockton Blake, Moffitt & Towne 
COLORADO 
Denver Carpenter Paper Company * 

Graham Paper Company 
CONNECTICUT 
Hartford John Carter & Co., Inc. 


New Haven John Carter & Co., Inc. 


DELAWARE 
Whiting-Patterson Co., Inc. 


DISTRICT OF COLUMBIA 
The Whitaker Paper Company 


FLORIDA 
The Jacksonville Paper Co. 


Wilmington 


Washington 


Jacksonville 


Miami The Everglade Paper Company 
Orlando The Central Paper Company 
Tallahassee The Capital Paper Company 
Tampa The Tampa Paper Company 
GEORGIA 
Atlanta The Whitaker Paper Company i 
Macon The Macon Paper Company 
Savannah The Atlantic Paper Company 
IDAHO 
Boise Blake, Moffitt & Towne 
Pocatello Carpenter Paper Company 
ILLINOIS 
Chicago. . Bradner, Smith & Company} ** 
Dwight Brothers Paper Company } 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Company* 
Decatur Decatur Paper House, Inc. 
Peoria Peoria Paper House, Inc. 
Quincy Irwin Paper Company 
Rock Island Cc. J. Duffey Paper Company 
INDIANA 
Fort Wayne The Millcraft Paper Company 


Indianapolis Indiana Paper Company, Inc. 


IOWA 


Carpenter Paper Company 
Pratt Paper Company 


Des Moines 


Sioux City Carpenter Paper Company 
KANSAS 
Topeka Carpenter Paper Company 
Wichita Southwest Paper Company 
KENTUCKY 
Louisville The Rowland Paper Company, Inc. 
LOUISIANA 


New Orleans 


The D & W Paper Co., Inc. 
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MAINE 
Augusta John Carter & Company, Inc. 
MARYLAND 
Baltimore Garrett-Buchanan Company 
The Whitaker Paper Company 
MASSACHUSETTS 
Boston John Carter & Company, Inc. 
The K. E. Tozier Company* 
Springfield John Carter & Company, Inc. 
Worcester John Carter & Company, Inc. 
MICHIGAN 
Detroit The Whitaker Paper Company 
Grand Rapids Central Michigan Paper Co. 


MINNESOTA 
C. J. Duffey Paper Company 
Inter-City Paper Company 


Minneapolis 


St. Paul Cc. J. Duffey Paper Company 
Inter-City Paper Company 
MISSISSIPPI 
Jackson Jackson Paper Company 
Meridian Newell Paper Company 
MISSOURI 
Kansas City Carpenter Paper Company 
Midwestern Paper Company ** 
St. Louis Acme Paper Company 
Shaughnessy-Kniep-Hawe 
Paper Company 
MONTANA 
Billings Carpenter Paper Company 
Great Falls Carpenter Paper Company 
Missoula Carpenter Paper Company 
NEBRASKA 
Grand Island Carpenter Paper Company 
Lincoln Carpenter Paper Company 
Omaha Carpenter Paper Company | 
NEVADA 
Reno Blake, Moffitt & Towne 
NEW HAMPSHIRE 
Concord John Carter & Company, Inc. 
NEW JERSEY 
Newark Central Paper Company 
Trenton Central Paper Company 
NEW MEXICO 
Albuquerque Carpenter Paper Company 
NEW YORK 
Albany Hudson Valley Paper Co. 
Binghamton Stephens & Company, Inc. 
Buffalo Hubbs & Howe Company 
Jamestown 


The Millcraft Paper Company 
Aldine Paper Company ** 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 

Paper Co.* 
Milton Paper Co., Inc. 
Paper Sales Corporation** 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
oo Dunton (Far East); 
Bulkley Dunton S. A.} 


New York City 


For Export )Champion Paper Corp., S. A./ 

Champion Paper Export Corp. } 

Rochester.... Genesee Valley Paper Company 
NORTH CAROLINA 

Asheville Henley Paper Company 

Charlotte The Charlotte Paper Company 

Raleigh Epes-Fitzgerald Paper Company 
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THE PARADE OF CHAMPION MERCHANTS 


THAT OFFER A QUALITY LINE 


OF PAPER 


OHIO 


Akron The Millcraft Paper Company 
Cincinnati... The Cincinnati Cordage & 
Paper Company 

The Queen City Paper Company * 

The Whitaker Paper Company 
Cleveland The Millcraft Paper Company 
Columbus Sterling Paper Company 
Dayton The Cincinnati Cordage & Paper Co. 
Mansfield Sterling Paper Company 
Toledo 


The Millcraft Paper Company 


OKLAHOMA 


Oklahoma City Carpenter Paper Company 


Tulsa Beene Paper Company 
Tayloe Paper Company 
OREGON 
Portland Blake, Moffitt & Towne 
Carter, Rice & Co. of Oregon 
PENNSYLVANIA 
Allentown 


Kemmerer Paper Company 
(Division of Garrett-Buchanan Company) 
Lancaster Garrett-Buchanan Company 

Philadelphia Garrett-Buchanan Company 
Matthias Paper Corporation* 
Paper Merchants, Inc. 
Whiting-Patterson Company, Inc. 
The Whitaker Paper Company 
Garrett-Buchanan Company 
RHODE ISLAND 
John Carter & Company, Inc. 


SOUTH CAROLINA 
Epes-Fitzgerald Paper Company 
SOUTH DAKOTA 
Sioux Falls Paper Company 
TENNESSEE 


Pittsburgh 
Reading 


Providence 


Columbia 


Sioux Falls 


Chattanooga Bond-Sanders Paper Company 
Knoxville The Cincinnati Cordage & 
Paper Company 
Memphis Tayloe Paper Company 
Nashville Bond-Sanders Paper Company 
TEXAS 
Amarillo Kerr Paper Company 
Austin Carpenter Paper Company 
Dallas Carpenter Paper Company 
El Paso Carpenter Paper Company 
Ft. Worth Carpenter Paper Company 
Harlingen Carpenter Paper Company 
Houston Carpenter Paper Company 
Southwestern Paper Co. 
Lubbock 


Carpenter Paper Company 
Carpenter Paper Company 


UTAH 


San Antonio 


Ogden Carpenter Paper Company 
Salt Lake City Carpenter Paper Company 
VIRGINIA 
Norfolk Epes-Fitzgerald Paper Company 
Richmond Epes-Fitzgerald Paper Company 
WASHINGTON 

Seattle Blake, Moffitt & Towne 
Carpenter Paper Company | 
Spokane Blake, Moffitt & Towne 
Spokane Paper & Stationery Co. 
Tacoma Blake, Moffitt & Towne 
Yakima Carpenter Paper Company 
WEST VIRGINIA 
Huntington The Cincinnati Cordage & 


Paper Company 


WISCONSIN 
Milwaukee. . Dwight Brothers Paper Company 
CANADA 
Toronto Blake Paper Limited‘ 
*BOX WRAP GRADES ONLY 


+PRINTING PAPERS AND BOX WRAP GRADES 
**PAPETERIE GRADES 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 


Mills at Hamilton, Ohio ... Canton, N. C. ... Pasadena, Texas 


FOR FULL INFORMATION ON HOW THIS ADVERTISEMENT WAS PRODUCED, WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


~ q WANPION. 





came to the number of gifts distrib- 
uted, the size of the company, in 
general, was a factor. Of the re- 
spondents as a whole, 27% gave 
more than 500 gifts. The second 
most common group was made up 
of those whose gift list included be- 
tween 25 and 100, 22% of the whole. 
But of the firms employing more 
than 500, 62% gave more than 500 
gifts, while only 15° of those with 
fewer than 50 employes had a list 
that big. 

While at the time of our ques- 
tionnaire many firms had not yet 
made up their list for 1958, there 
was an indication that names would 
be scrutinized with greater care. 
The figures that were reported 
seemed to indicate that an effort 
would be made to trim the lists. 


> Buying, as measured by the month 
in which the order is placed, is con- 
centrated, as in past years, in the 
three months of September, Oc- 
tober and November. These three 
months saw 60° of the orders being 
placed, and almost equally divided 
among the three. Eleven per cent 
waited until December, and 10% 
were early birds, with this fraction 
in each of the summer months of 
July and August. A surprising 9% 
were even earlier, placing orders 
between February and June! 

But we've left to the end the most 
vexing problem of all—what to give! 
A number of respondents had com- 
ments on these, both on what they 
liked and what they disliked. Here 


are some of them: 


e We have been sending the same 
bound yearbooks for 20 years. Our 
customers complain if they don't 
get one. (St. Charles, IIl.) 


e There are still many people in 
this world with moral and religious 
scruples. If the giver does not know 
the recipient personally, he should 
never send liquor, cigarets, playing 
cards, etc. (Muncie, Ind.) 


e Preference is for unusual foods or 
chocolate; things most everyone can 
use and enjoy. (Clifton, N.J.) 


@ Consumption item which does not 
involve “taste” is usually more suc- 
cessful than a “gift” item, unless 
one is willing to spend enough to 
get something decent. (San Fran- 
sico) 


® Give nothing that can be worn, 
as personal taste is involved. (Union, 


N.J.) 


e Whatever is. given 
usable. Too many 


(Bloomfield, N.J.) 


should be 
“oimeracks.”’ 


@ We are in favor of home items. 


Think Christmas gift builds good 
will. (Kansas City, Mo.) 


® I find expensive gifts embarass- 
ing. (St. Louis) 


® Gifts family can enjoy are best. 
(San Francisco) 


® Personalized gifts seem to create 
better impression on customers than 
stock gifts to all. (Atlanta) 


® Gifts should be useful at the 
office and preferably inexpensive. 
(Wallingford, Conn.) 


®e Like them when small and 
thoughtful; dislike them when ex- 
travagant and obviously meant to 
buy or influence business. (Los 
Angeles) 


e Items that can be taken home 
and shared with family make the 
best gifts. (New Haven) 


® Very little thought given by most 
givers to usefulness; for example, 
a cigaret lighter to a non-smoker. 
(Decatur, Ill.) 


e Too many give because they think 
they have to; consequently, they 
spend too little time choosing the 
gift item. (Phoenix) 


@ However small the gift, better to 
give quality or nothing at all. 
(Augusta, Ga.) 


@ Should be useful and not contain 
advertising matter. (Farmingdale, 
N.J.) 


@Basically not in favor of broadcast 
giving: let a special gift reflect a 
personal relationship. (Passaic, N.J.) 


e Gift should be in the form of a 
gentle “thank you” instead of a 
combination with “bribe.” (LaSalle, 
Ill.) 


> From these comments, and what 
respondents listed as the favorite 
gifts they had received, the follow- 
ing rules might be drawn up: 


1. Whatever you give, be sure it is 
of high quality for its type. 


2. Spend enough money to get a 
decent gift, but not more than is 
warranted by your degree of busi- 
ness relationship. 


3. If you select a gift to be used 
personally by the recipient, like 
liquor or cigars, be sure it’s a brand 
he likes. 


4. The only exception is when you 
select something very special which, 
even if it isn’t used regularly, will 
be received with interest. 


S. Avoid putting your own com- 
pany’s name on a gift. If it has been 





Promoters 


that really 
, 
“ol promote 3 
premium quality 


Balloons Imprinted with your 


company name, these 

colorful balloons are available in all sizes, 

shapes and colors — low-cost, high impact 

imprinted balloons will add punch to any 
promotion! 

Fairs 


ae Premiums 


Giveaways 


Direct Mail 

Point-of-Sale 

Ag NeLE} New Products 
Special Events 


Y Store Openings 
Merchandising Aids 


FOR COMPLETE INFORMATION, PRICES 
AND SAMPLE, WRITE: 


EAGLE RUBBER CoO., INC. 
ASHLAND, OHIO 


IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip 


pings from Advertising Age,’ writes an 
advertising manager. “It is my idea-file 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One years 
subscription 52 idea-packed issues 

only $3, which is less than 6c per week 
Mail coupon below for trial. Money back 


guarantee. 


ADVERTISING AGE 200 £. |! 

Enter my l-year (52 issues) trial order for 
$3. I must be satisfied or my money back 
NAME TITLE 
COMPANY 

STREET 

CITY 


$3 enclosed 
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STEGEMAN 


LOW COST 


dial 
thermometers 


...a fascinating A 
GIVE AWAY 
with lasting 

utility value! 





DESK ” 
With > product \\ 
POP-UP 
3-D WALL 
HANGER OR 
DESK TYPE 
> 
a 
DESK 
TYPE 


Peek. 


SLIP-ON AUTO SUN VISORS 
WALL HANGER > 


WIOTEANL A 





Focus attention on your product or service. 
Use clever thermo-unit applications on our 
standard and special die-cut, set-up designs. 
Write for free sample and catalog sheet 
showing how Thermo units can be applied 


to products — displays — packaging —signs. 


ALSO AVAILABLE: 
Regular plastic 
thermometers with 
imprint space. 





See us at Booth 156-A 
N. Y. Premium Show 
Sept. 8 thru 11th 


Stegeman Specialty Mfg. Co. 


P.0. BOX 63, DEPT. P 
eee 
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well selected, your name won't be 
forgotten. 


6. If you give the same list year 
after year, why not think about se- 
lecting a series of gifts that can 
build up. For example, a series of 
glassware gifts in the same style, 
with highball glasses one year, juice 
glasses the next, and so on. 


7. When faced with the problem of 


finding something not 


already 








This year’s roundup of Christmas 
gift suggestions is once again the 
cumulated result of editorial search- 
ing for a varied collection that 
would be representative of the cur- 
rent gift market. 

To help you choose your gifts 
more easily, we have once more 
separated the collection into various 
categories. This categorizing will ex- 
tend throughout the entire three- 
month roundup. 


> The main difference in the selec- 
tion of items this year is the round- 
up’s reflection of the tight money 
trend by offering “quality on a 
budget” gifts. Throughout the three 
months there will be fewer of the 
really high-priced items, and more 


Picked from Hundreds . . 


owned by your potential recipient, 
a gift certificate plan might be the 
answer. 


8. If your gift is for the home, and 
is bulky, make a special effort to 
send it home. 

8. Your gift doesn’t have to be ex- 
pensive to make a good impression. 
Use imagination in its wrapping or 
its delivery, and you'll be remem- 


bered. 44 





40 Giff ideas for 
Christmas Lists 


in the medium-price bracket. 

Also going along with this trend 
is our introduction this year of a 
“budgeteer’s” collection. None of 
these items are over $2, many are 
under that, but all of them are 
practical items far removed from 
the “cheap gimmick” class. 

A good companion category to the 
“budget beauties” is the catalog col- 
lection. Not only does a catalog give 
you the chance to see a company’s 
complete line at your leisure, but 
each one listed here has some fine 
gifts in a reasonable price bracket. 

It is AR’s hope that a few mo- 
ments of your time spent on brows- 
ing through our roundup will save 
you many hours of searching. That 
is our aim. Good gifting to you all! 





ry 
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» Gifts the family will enjoy 


@ Fiesta Gourmet Cookware 

Fine quality cookware so beautiful- 
ly decorated it's welcome on the 
table right from the stove. Made of 
heavy gage Porcelainware, the 
cookware has a rich pearltone fin- 
ish and the colorful fiesta decora- 
tions will not burn off or fade. The 
sanitary, non-porous surface retains 
heat throughout the serving of the 
meal and gleams without polishing 
at washup time. Additional fea- 
tures include a modern, square de- 
sign and plastic handles with stain- 
less steel rings for hanging. Ap- 
proximately 15 models are included 
in this colorful cookware line, and 
prices range from $3.95 for a 12” 
bake ’n serve pan to $8.95 for a 112- 
qt. casserole with cover. Other items 





Fiesta Cookware . 


include a 642” skillet for $5.95, a 
2-cup percolator for $5.95 and a 1- 
qt. covered sauce pan for $4.95. 


United States Stamping Co., 
Moundsville, W. Va. 


@ Noble’s Popcorn Pleasure Pack 
... Popcorn gone plush in a wonder- 
ful gift kit that makes a party out of 
popping time. Distinctively pack- 
aged, the kit contains a specially- 


designed popper that eliminates 





Noble’s Popcorn Pack .. . 


hard kernels, four 1-lb. bags of No- 
ble popcorn in moisture-proof poly- 
ethylene bags, one pint of special 
golden popcorn oil, a shaker jar of 
special popcorn salt plus measuring 
cups, colorful paper popcorn bags 
and a scoop for filling them. Also 
included is a brochure of unusual 
popcorn recipes plus a background 
story covering the history of pop- 
corn. Price for complete kit is $7.95. 
A kit, without the special popper, is 
available for $3.95 and an additional 
5-piece Fiberglass serving bowl set 
decorated with imbedded maple 
leaves is priced at $9.95. Large 11” 
serving bowl, separately sold, is 
$3.95. Quantity prices on all items 
are available. 


Noble Popcorn Farms, Route 3, 
Sac City, la. 


@ Sea Shell Salad Set ... The del- 
icate beauty and grace of a seashell 
is brought to the table in a delight- 
fully-designed salad set for decora- 
tive serving. Made of sturdi-impact 
styrene in a pearlescent shell-like 
finish, the complete set of eight in- 
dividual bowls, one master serving 
bowl, and tossing tongs with silver- 
like handles is available in either 
sea green or shell pink. Gift pack- 
aged, the set is priced from $9.50 
for individual orders to $7.10 for 
larger quantity lots. 


Nue-Line Sales Mfg. Corp., 3046 
Glendale Bivd., Los Angeles, 39 


® Coronado Gourmet Set ... An 
Italian import set that’s as different 
as it is beautiful. Made of fine stain- 
less steel in a clean, modern de- 
sign, the set includes a bar or cheese 
knife, bottle opener, cake & cheese 
server, tidbit fork, and an 8%” 
utility knife. Finely crafted, this set 
is a decorative practicality for any 
table setting with satin-finish han- 
dles and_ highly-polished _ blades. 
Price for complete set, including 
gift box and greeting card with 


DRAMATIZE YOUR 


TRADE MARK OR PRODUCT \WNes 


in a Dynamic 3 Dimensional Ceramic Item 


IDEAL FOR 
¢ Business Gifts °¢ Give-aways °* Promotions 
© Premiums * Door Openers * Sales Builders 
Ash trays, desk sets, plates, cups and a full line of 
practical ceramics can be individually styled to your 
special needs in dazzling full color and in 3-D! 
Low in cost—high in long-lasting value. 


For information on unusual ideas in ceramics plus a full line of 
stock ceramic items, write for free brochure. 


CONTEMPORARY CERAMICS, Dept. 8 
175 Fifth Avenue *« New York 10, N. Y. 


YOUR CUSTOMERS WILL LOVE THIS 


GROWING 
REMINDER. 


A LASTING EXPRESSION 
OF YOUR APPRECIATION 


A welcome gift for Christ- 
mas or any special occasion 
is the stately large-leaf Philo- 
dendron, the aristocrat of in- 
door plants. A full 24 inches 
tall and in bright holiday 
wrapping, this lovely plant is 
a lasting expression of your 
appreciation to important 
customers, business friends 
and valued employees. 


hs 


Shipped PREPAID 
anywhere in the 
U. S. east of the 
Mississippi 


PLACE YOUR ORDERS NOW! WE DO THE REST! 


All orders are shipped Railway Express PREPAID. Instructions for 
care are included and your name appears as donor. If you wish, 


your personal card will be enclosed. 


VOSTERS NURSERIES AND GREENHOUSES, INC. 


SECANE, PENNSYLVANIA 
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gold-stamped imprint, ranges from 
$4.98 each for minimum orders to 
$3.80 for quantity lots. Protective 
flannel wrap is available at 60c 
additional per set. For a more de- 
luxe gift in this line, an additional 
Coronado salad set of finely-de- 
signed fork and spoon servers can 
be added for approximately $5 
more 


Jay Products, 4554 Broadway, 
Chicago 40 
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Thermo’s Ice Cream Cooler 


@ Thermo Tub Bucket ...A con- 
tainer that keeps the picnic ice 
cream firm till the family is ready 
for it, the Thermo Tub ice bucket 
combines a three-quart ice bucket 
with a half-gallon container for ice 
cream. Made of polystyrene foam, it 
it available in either red granite, or 
space blue. Retails for $2.49. Quan- 
tity prices are available. 


Cornwall Corp., 48 Wareham St., 
Boston 18 


e Electric Handyfreeze Home 
made ice cream without the usual 
tedious work is featured in this 
one-quart electric unit. Unit comes 
equipped with a plastic tub, and 
strong canvas bag for crushing ice. 
Retails for $19.95. Larger four and 
six quart freezers are also available 
at prices ranging from $27.95 to 
$32.95. 

Chicago Electric Div., The Silex Co., 

6333 W. 65th St., Chicago 38 


© Chemex Coffeemaker . . . Coffee 
for the perfectionist with the 
“Chemex,” the chemist’s  coffee- 


maker that produces a perfect brew 
using the extraction and filtration 
method. Made of Pyrex brand glass 
with bonded filterpaper, the pint- 
size unit, for one to three cups, is 
priced at $4.50. Other units range 
in price from $6 for “The Fifth” to 
$100 for a two-gallon “Samovar.” 


Chemex Corp., 41 Murray St., 
New York 7 
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» Personally Pleasing 


© Town N’ Country Shaver ...A 
compact, precision-built shaver that 
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can be used anywhere due to its 
battery power. Batteries give up to 
three months of safe and close 
shaves. A rotary, dry shaver, unit 
has 3-direction slots and a perfo- 
rated pattern. Available in ebony 
black and gray, shaver comes 
packed in a soft, leather-look zip- 
per case with a built-in mirror. Re- 
tail price is $12.95. 


Evanston Specialty Co., 2404 Payne 
St., Evanston, Ill. 


@ Portable Bar Chest . . . Equally 
good for the home or private office 
is this leather-look, hinged chest 
which holds all the accessories 
necessary for the discriminating 
cocktail-hour enthusiasts. Contents 
include ice tongs, cork screw, bot- 
tle-and-can opener, 3-pc. cocktail 
shaker, muddler spoon and two %- 
oz. jigger glasses. Priced at $15.95. 


Irvin Ware Co., 43-30 38th St., 
Long Island City 1, N, Y. 


© Bar or Barbecue Vests . . . Gaily 
printed vests, with detachable, snap- 
button aprons, in colorful themes 
for either the barbecue chef or the 
home bartender. The colorful fig- 
ures and humorous slogans are 
printed in five colors on quality 8- 
oz. duck cloth. Vests can be ordered 
with or without aprons and are fully 
adjustable. Prices, per vest, range 
from $2 to $3. 


Sparky Specialties, 646 W. 
Washington Bivd., Chicago 


® Personalized Chocolate . 
milk chocolate filled with 
roasted nuts especially packaged 
with recipient's name and _ your 
holiday message on wrappings of 
each bar. Candy bars range from 
1-lb. size for $2 on up to 50-lb bars 
for $50 each. Gift boxes containing 
an assortment of personalized bars 
and nuts are available at $5 or $10. 
Quantity discounts of 10% to 30% 
are available. A mailing service is 
included at no extra charge. 


World's Finest Chocolate Inc., div. 
of Cook Chocolate Co., 4825 
Rockwell St., Chicago 32 


.. Fine 
whole 





Personalized Candy Bars .. . 





Customized Wallet... 


© Handicrafted Custom Wallets .. . 
Imported leather wallets with solid 
gold corners and customized money 
clips and car-key holders. The car 
key is of gold plate and can be 
ordered in the shield of the re- 
cipient’s car. Money clip can be cus- 
tomized with two gold initials. Mas- 
culine models are available in your 
choice of leathers and retail from 
$7.50 to $20. Ladies’ models avail- 
able in white, pastel pink and blue 
imported leathers in a price range 
of $9.50 to $22.50. Higher priced 
models are of top grade alligator. 


Nordette Inc., 325 W. Huron St., 
Chicago 10 


a Welcomed by Travelers 


e Luggage-On-Wheels Slim- 
styled luggage with self-contained 
ball-bearing rollers for moving 
without lifting. Covered with rug- 
ged Vinylhyde, the cases are scuff 
and stain’ resistant, masculinely 
lined in linen-type fabric. Hard- 
ware is of high-polished nickel. 
Available in tan, gray, or blue, the 
men’s two-suiter is listed at $39.50, 
companion case at $24, and attache 
case at $33. 


Ever Wear Trunk Works Inc., 
1210-20 S. Morgan St., Chicago 8 


@ The Night-Writer ... A double- 
duty pen with its own built-in light 
for writing in the dark or under 
other poor lighting conditions. The 
quality ball-point pen has a long- 
life cartridge and can be used with 
or without the light, or as a flash- 
light alone. Gift packaged in real 
leather case. Retail price, per in- 
dividual unit, is $4.95. Quantity 
prices are available. 


Silver Bells itd., P. O. Box 982, 
Carmel, Cal. 


@ Sportsman Porta-Bar ...A case, 
to match his attache case, that con- 
tains three 16-o0z. gold-capped, crys- 
tal decanters gold-lettered “Rye,” 
“Scotch,” and “Bourbon,” plus three 
styrene shot glasses. Case is of 
stitched simulated leather with con- 








venient carrying handle. Over-all 
size is 8%4x9%x2%”. Retails for 


weet cigs ots on em | CAVE UPTO 40% 


| e.h6©°¢ 
® Tiny Transistor Recorder ... | On Your Desk Calendar Advertising 
“Tiny Taper” weighs only 2 lbs., | 
measures only 8x7x2’’, but does the 
work of a standard recorder. Bat- 
tery-operated, the recorder has a 
fifteen minute tape; retails for | COCTL AC LITTLE 
$29.50, plus $1.25 postage. 
"ae sana = 1 Park Av., AS $1.16 each! 


pala COMPARE 
© Airguide’s Auto Thermometer 


. . . Designed for automobiles, this this calendar—price for price 
rage thermometer is also good and feature by feature— 

or cabin cruisers, screened porches, with any other calendar 
or any other enclosed area subject | . h 
to a wide range of temperatures. In pon oe Gow —s ee 
a light gray plastic case, the unit for sales promotion purposes. 
has a white scale blac rith < . 

. e scale on lack with a With the BDA-46, 
bright red pointer to tell the tem- 
perature. Retails for $2.75. you can reach more buyers, 


Airguide Instrument Co., 2210 at lower cost, 
Woabansia Av., Chicago 47 


A desk calendar works 

all year long at one low price 

than previously possible. where buying decisions are made... 
Not sold at Retail. your customer's desk. 


st, Favorites for Hobbys 


Send For Free Kit of Effective Desk Advertising Programs 


© Weigh-Your-Fish-Knife ... A ) F 
heats ‘ables anal knife with |S KEITH CLARK, INC. 


a heavy steel ball at one end to en- ADVERTISING SPECIALTY DIVISION 115 UNION STREET SIDNEY, N. Y. 
able the fisherman to weigh his 
catch. Weight from 10 ozs. to 12 Ibs. 
is clearly marked and the razor 
sharp blade has a fish scaler along 
the back. Price is in the $5 bracket 
for minimum orders and down to Order a carload and well give 


$3.75 each for 100-lot orders. you 500 balloons with your, 
The Woltcraft Co., 1160 N.E. 24th store name on one side and our 
Court, Fort Lauderdale, Fla. < 


e Automatic Fish Scaler ...A 
practical gift to do away with the 
one “work-like” feature of fishing 
fun. This stainless steel tool is in- 
geniously designed and _ skillfully 
machined with protrusions that can : Ea 
lift the smallest, largest, or meanest Ee 
scale from the catch with the fast That reminds me Buy some KRUNCHIES 
efficiency of an electric razor. Unit ‘ |wantto try EEZ. Mom: eres aTree 
is priced at $1.95, and can be used 
with any drill motor. This scaler is What shelf 
also available in an “upperbracket” 
gift, consisting of a “Sportsman’s 
Power Tool” that comes with a 
variety of other tools plus the scaler. 
Complete kit is packaged in a com- 
pact case; retails for $19.95. 
C-D Products Inc., 3946 Willow All You Need to Know The Pioneer Rubber Company 
Read, Schiller Park, ttl. About Balloons ...in the Advertising Balloon Division 


‘ 410 Tiffin Road, Willard, Ohio 
e Piggyback Screwdriver ...A PIONEER 


Please send me your FREE ‘‘Advertising 


find for the handyman in a four-in- : oe Advertising Balloon og ty Mag ounce ear aa 
one screwdriver that works on the : Fact ack 

“piggyback” principle. One bit is Ideas © Sample Balloons 

always in place and two others are 7 Price List Address 
safely stored in its handle ready ; Imprint Work Sheet City 
for instant ejection. The three pre- 
cision-ground, hardened carbon 


3 


Zone EO e———EE 


Get it for your files now! Requested by 
Or phone Betty Wolfe at Willard 3-2211 to order. 
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MAJOR 
BUYING 
DECISIONS 


for 

materials and 
services used 
in 


PRODUCTION 
PROMOTION 
MERCHANDISING 
are made by 
ADVERTISING 
MANAGEMENT 


And one publication leads 
all other advertising 
publications in coverage 
of this most vital target 
for your sales promotion 
—with far more advertis- 
ing manager circulation 
than is reported by any of 
the five leading general 
advertising publications! 
Get the details today! 


e e - 


Advertising 
Requirements 


200 EAST ILLINOIS ST. - 


fe Doe 0e0 oe ee 
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steel bits fits many types of cross- 
type screws, and 11 of the most 
popular straight-type screws. Addi- 
tional versatility is featured in the 
conversion of the handle to a 4” 
socket-head wrench once the bits 
are all ejected. Available with im- 
printing. Price, with gift box, is $2. 


Cormier-Shaver Mfg. Corp., 1838 E. 


40th St., Cleveland 3 


@ Androck Branding Irons ... An 
appreciated “extra” for the outdoor 
chef that enables him to brand each 
steak Rare, Medium, or Welldone 
before he cooks it. The brand re- 
mains legible no matter how long 
the steak is cooked. Each iron, with 
different stainless steel letter has 
a hardwood handle branded with 
the Androck Navajo design and a 
hang-up hook. $3.98 for set of 3 
irons. 


The Washburn Co., 1802 Preston, 
Rockford, Ill. 


© “Village Blacksmith” Anvil 

A “must” for the gun fancier and 
a welcome addition to any home re- 
pair shop, this 8x37x3” anvil is just 
right for flattening springs, forming 
a piece of steel, or shaping a tool. 
Finished in attractive colors it also 
makes a good “whimsy piece” for 
use as a door stop, nut cracker, 
etc. Retail price is $3.98. Quantity 
prices are available. 


Brownell’s, Montezuma, Ia. 


© Burgess Electric Sprayer ; 
Equally good for spraying the gar- 
den or painting, this unit is com- 
pletely self-contained. Easy to op- 
erate, it weighs less than 3 lbs., is 
clogproof and cleans easily. Fea- 
tures of the unit include a genuine 
sapphire nozzle, adjustable spray 
knob, graduated 24-oz. glass con- 
tainer, corrosion-proof cylinder, and 
a trigger on-off switch. Shipping 
weight is 34% lbs., retail price, $12.95. 


Burgess Vibrocrafters Inc., 
Grayslake, Ill. 


Card Player’s Delight 


@ The Card-O-Matic ... An auto- 
matic card shuffler that can break 


up as many as three decks of cards 
for either shuffling or dealing. Each 
card slides smoothly between rubber 
rollers as it is dealt. Cards are 
shuffled into an unbreakable plastic 
tray which may be removed when 
dealing. Additional features of the 
unit are the one-at-a-time card 
dealing knob, and a discard section 
away from the dealing side. The 
unit is made up in a combination of 
mocha and tawny beige colors dec- 
orated with raised designs of the 
four major card suits in the proper 
red or black. It is 12” in diameter. 
Gift packaged, unit is priced from 
$9.65 to $8.00. 


Wirth Brothers Co., 880 Bergen Av. 
Jersey City, N. J. 


ey For His Office 


Personalized Pen Stands. . 


© Customized Pen Stands... Color- 
ful ceramic pen stands in your 
choice of a design, logo or message 
on the base. Both line or halftone, 
single or multiple colors are possi- 
ble for reproduction and all de- 
signs, etc., are permanently fired 
on at 1400 F. Complete with fine- 
quality ball pens with matching 
funnel and gold metal swivel, the 
units are available in black, white, 
red, yellow, pink, light blue, or 
light green. Prices range from $2 to 
$3.75 depending on size, quantity 
and style of illustrations. Special 
shapes are priced slightly higher. 
Standard sizes include 414x414” 
square, 4'4x6” oblong or oval, 3x6” 
oblong models, 6x6” squares and 6” 
rounds. Each unit is individually 
boxed for mailing. 


Ad Arts Products Co., 11406 Euclid 
Av., Cleveland 6 


© Repliproduct Lighters . . . Gleam- 
ing desk lighters in product, build- 
ing, symbol, or trademark minia- 
tures win both gift approval and 
recognition for the giver. Accurate- 
ly scaled as to dimensions, the 
lighters are chrome-plated and gift- 
boxed. Prices range from $3.60 to 
$2.30 per unit plus die costs on first 
order of $150 to $250 and a $10 to 
$25 plaster model charge. Silver and 
gold plating finishes are also avail- 
able. 


Van Cleef Mfg. Co., 146 Church St., 
Hartford 3, Conn. 


@ Ingraham Imperial 


A solid 





mahogany electric alarm clock with 
a built-in electric cigaret lighter of 
the automatic “pop-up” type. The 
square-cut design and brass trim 
makes this clock equally suitable in 
living room, den, or executive of- 
fice. The Imperial is 4x9” and re- 
tails for $24.95. 


The Ingraham Co., 392 N. Main St., 
Bristol, Conn. 





ey A wealth of ‘‘wishbooks’”’ 


© Cameras Unlimited ... A “wish- 
book” for the shutterbug, from Ko- 
dak. Fully illustrated, the catalog 
meets every pocketbook from $3.95 
for the Brownie Bullet camera = 
especially produced for premium | Se ed : és La a 
use, to $850 for the deluxe Koda- . . v 
— : ce 
scope. Pageant. Sound Projector, BeSt GIVE-AWAY idea in sight! 
Other items included in the catalog 
include gift packages offering cam- ‘ USEFUL— Over 70% of your customers and prospects wear 


: ‘ glasses . . . glasses that are cleaned 2 or 3 times a day. 
eras, flash attachment, carrying SIGHT SAVERS booklets LONGLASTING—SIGHT SAVERS booklets have an average 
case, bulbs and film in a variety of | imprinted with your company life of 30 days; Dispenser-Paks, over 3 months! 
price ranges plus color-slide out- message. 
fits and a variety of photography 
waned oe x 7 ‘ : , — FREE SAMPLES VALUABLE— Purchased regularly by millions of people at 
accesso! S- ile a ed ; Write today—for prices and full 10c per booklet and 39c per Dispenser-Pak. 

nen Se i ene ae details on different ways you can DIFFERENT— Ideal for calling cards, or convention hand- 

Somawer 5, SS. ¥. use imprinted SIGHT SAVERS. . . outs. May be mailed without special packaging. 

the best silent salesman in sight. 


Address Dept. 019 


i, 


LARGE ENOUGH-— Greater attention value. Plenty of room 
for an effective advertising message. 


first in 
® Gifts of Good Taste ... All beau- Bane 
tifully packaged, the items in this CANADA: Dow Corning Silicones Ltd., Toronto Dow Corning peta eng 
line include fine candies, jellies, 
cheeses, cookies, cocktail party 
oleasers, salad dressings, plum pud- 
I .' g Tl J WHY NOT SILVER? Write or Phone For Full 
dings and brandied fruit cakes. A 


Information — 
wide variety of assortments are From the Silver City of the World 


K. J. LENA CORP. 
: . i s estions. 
available and prices can start as low | ak ue aa ae ae ae Lena, Wisconsin 


as $1.25 for modest but tasteful gifts vestigate & Save. Excise tax is off. *Calendar *Lures and 


and go up to “The Golden Ambas- | | gagie PRODUCTS © MERIDEN, CONN. *Vinyl Plastic Adv. Products 
sador” selection — for the V.I.P. on 
your list priced from $16.52 to 
$20. This strictly striking package 
includes petits fours, brandied fruit 
cake, hard sauce, jumbo salted ca- 
shew nuts, butter cookies, assorted 
chocolates, etc. Each box is wrapped 
in rich-looking golden paper and all 
are elegantly united with a sump- 
tuous ribbon topped by a bouffant 
bow and sparkly Christmas tree. 
Wolferman Brands, 120 W. 47th 


, giving a distinctive Christmas gift give turkey 
St., Kansas City 12, Mo. | HOLIDAY dL 


It’s traditional, practical, glamorous. A ready-to 
Colorful parchment gift wrappers cook turkey is a personal and a family gift. Have it 
and bright ribbons add the right 


/ jelivered to home or office or give a redeemable 
ey n CF , 
: ~ ; apna er rd nea sift certificate. Gift turkeys may weigh from 4 to 
© Pepper Mill Sets ... Decorative | Qa ~ 30 pounds 


{ vou or yvout company want to be remembered for 


table gifts to please the gourmets on 
the list in a collection of well-de- 
signed peppermills and matching 
salt shakers. Style variety in the Without any obligation on my part please 
E f Sore : . send me FREE samples and price list of your 
line is seen in the assortment of ; a a inexpensive gift wrappings and ribbons 
hand-rubbed wood models in prices og f oad SE, 

ranging from $2.95 to approximately | 
$20, plus a collection of ceramic, RNS » Company 
crystal and milk glass models. New ee & 

this year is the line of lighters and > cay =6Address 
cigarette urns styled in fine walnut, 
myrtlewood, or redwood burl. 


George S. Thompson, 509 Mission 
St., South Pasadena, Cal. 


National Turkey Federation 
Mount Morris, Illinois 


Name 


City Zone State 
Distribution Limited to Continental United States 








Lighter and Cigaret Caddy 


® Distinctive Walnut Gifts ...A 
solid-quality line of hand-rubbed 
walnut gifts at budget prices. All 
well-designed and of quality wal- 
nut, the line in this catalog includes 
a free-form desk lighter, curved 
sportsmens’ clocks, name plate pen 
sets, desk thermometers, note cad- 
ies, ash trays, and playing card 
sets. Prices range from $2.50 to ap- 
proximately $18 for minimum or- 
ders with the average fitting in the 
$5 bracket. Many of the items in 
this line are not sold retail. 


Distinguished Gift Manufacturers 
Inc., 1700 Westfield Av., Waterloo, 
la. 


@ Aristocrat Gift Foods ...A full- 
catalog filled with mouth- 
watering delicacies that can be 
packaged to look as good as they 
taste. Well known for its confection 
concoctions, this line features such 
delights as Charlotte Charles Na- 
poleon Rum Cakes, French Sherry 
Pralines and Frosted Daiquiris. 
Other items in the line include jams, 
jellies, cocktail snacks, fruitcakes 
and cheeses. Most of the packaging 
from this company is in reusable 
containers, including cheese boards, 
brass’n glass buckets, picnic bags, 
cocktail glasses, thermos jugs, grills, 
beverage trays, etc. Prices are in 
the $2 to $20 bracket. 


Executive Gifts inc., 1715 Church 
St., Evanston, Ill. 


color 


©@ Thermometers 
desk and wall thermometers are 
colorfully illustrated and _ clearly 
described in this catalog. Prices, 
without imprint, range from 58c to 
$11.85 in the units appropriate for 
gifts. 


A variety of 


Ohio Thermometer Co., 33 Walnut 
Street, Springfield, O. 


ey 


=~ Bounty on a Budget 


® Golden Rules A permanent 
gold-toned finish takes this stand- 
ard ruler out of the working class 
and places it in the gift category. 
Measurements are accurately cali- 
brated in easy-to-read black to 
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within 1/32”. Individually packed 
in clear plastic protective bags, each 
ruler is sent with a _ presentation 
folder. Prices, with 4 lines of im- 
print on one side range from $1.07 
to 70c depending on size of order; 
with imprint on both sides prices 
start at $1.27 and slide to 79c. 


Swiss Harmony Inc., 844 W. Adams 
St., Chicago 7 


© “Golden Touch” Bantamlites . 

Pencil-slim flashlights in shimmer- 
ing “golden” cases with attached 
keychains. Flashlight has 24K gold- 
plated button switch, throws power- 
ful light beam. Individually boxed, 
units come complete with battery 
and bulb. Prices, including imprint 
in one color, range from 47c to 65c 
for orders of from 50 to 2500 items. 
Trademarks and emblems can also 
be imprinted at additional charge. 


Bantam-Lite Inc., 100 Madison Av., 
Hempstead, N. Y. 


© Cupboard of Nuts ... An ap- 
petizing assortment of domestic and 
imported salted nuts packaged in a 
wood-grained box with cupboard 
doors. Constructed in a _ shelf-like 
design, the box can be placed in 
the family room or rumpus room 
bar for happy snack times and re- 
filled when emptied. Each nut cup- 
board, with 4 tins of nuts (over 112 
lbs. in all) is priced at $1.98. 
Quantity discounts are available. 


Peanut Products Co., Div. Peanut 
Corp. of America, PO Box 1536, 
Des Moines, Ia. 


® Belt Tool-Hangers . Quality 
leather holders that snap _ easily 
over any belt to hold the handy 
man’s favorite hammer or steel tape 
measure. Price list ranges from 98c 
per item to 55c for large quantity 
orders. An additional $5 set-up 
charge is made for orders less than 
the 100-lot minimum, and $10 for 
master pattern if trademark or in- 
signe ordered is not nationally 
known. 


Pickett Products, 1109 S. Fremont, 
Alhambra, Cal. 


@ Executive Magnetic Board .. .A 
practical memo board in a _ hand- 


some hammered brass or copper 
finish. The board is trimmed in 
antique black with an embossed 


floral border design, and includes 
a pocket for memo-sheets and 
pencil. Complete set of one metal 
memo board, 3 magnets, pencil and 


memo sheets retails for $1.79. 


Weinman Brothers Inc., 3260 W. 
Grand Av., Chicago 51 


© “Coffee-Tyme” Cups... Attrac- 
tive coffee-break cups that keep 
the coffee hot to the very last drop. 
Made of insulated, double-walled 


aluminum, the cups come with spill- 
proof covers, specially designed 
rims to protect the lips and easy- 
grip handles. Especially finished to 
keep out dirt, odors, and _ stains, 
these cups need only rinsing. Avail- 
able in gold, red, blue, or green, in 
“his or her” styles. Retail price, 
each, is 98c. 


Emson Corp., 118 Burr Court, 
Bridgeport, Conn. 


e Party Pans and Trays... Color- 
ful barbecue serving trays and prac- 
tical pizza pans are welcome addi- 
tions in almost any American home 
today. Pizza pans are available in 
10” “snack,” 12” “family,” or 14” 
“party” sizes for prices of 29c to 
49c each. Barbecue trays are litho- 
graphed in four colors in typical 
barbecue decor. Trays are available 
in 10” and 14” sizes at prices rang- 
ing from 49c to 79c. 


Chicago Metallic Mfg. Co., 3711 S. 
Ashland Av., Chicago 9 


New Specialty Catalog 
Shows Variety of Items 


A wide variety of ad specialties 
currently available is described and 
illustrated in a catalog recently re- 
leased by Scafati Printing Co. 

Ranging from calorie counters to 
Indian hats, the line shown is com- 
pletely detailed as to prices, order- 
ing specifications, shipping weights, 
etc. 

Among the other items shown in 
the catalog are ash trays, advertis- 
ing tapes, dime savers, tally cards, 
school book covers, door hangers, 
budget books, etc. 

- for more details circle 907, page 137 


Useful Giveaways... 





Ad Specialties Continue 
In Practical Trend 


The oldtime, impractical specialty 
that was meant to amuse for a mo- 
ment but end up in the wastebasket 
seems to be gone forever. 

Today, the trend grows stronger 
all the time toward useful give- 
aways that build goodwill through 
their thoughtful practicality. Some 
of the new specialties currently 
available are the following: 


Wash-'n-Dri 
Ad Packets 


The famous “quick- 
cleanup” moist 
toweling in a new 
folder from Lipette available with 
imprint. Folder makes the ‘“Wash- 
‘n-Dri” packet easy to carry in 
pockets, and also gives the spon- 
soring company plenty of room for 
advertising message. Can be used in 
a variety of businesses including 
restaurants, gas. stations, motels, 
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In John's 
Back 


Bound in new Du Pont 


vinyl “PX’* cloth for 


fine printing and exceptionally long wear! 


These attractive books are sure to be read again and 
again. They'll stand up to all the wear and rough 
handling children can give them, too. 

New Du Pont vinyl “PX” cloth is impregnated 
with vinyl for superior printing and wearing quali- 
ties. It offers a more uniform printing surface that 
gives a better lay of ink and excellent adhesion, truer 
color reproduction and sharper detail. 

And new vinyl “PX” cloth is extra-durable! In 
tests it proved 10 times more scrub-resistant than 
pyroxylin materials of the same grade. Bindings stand 
up to rough handling—resist breakdown at hinges 
and corners. No wonder the Follett Publishing Com- 


pany chose new vinyl “PX” cloth for their “Begin- 
ning-to-Read”’ series shown above. (Bound by John F. 
Cuneo Company, Chicago.) 

For free sample swatches and information write to: 
E. I. du Pont de Nemours & Co. (Inc.), Departinent 
CB, Wilmington 98, Delaware. 


*“PX"’ and “Fabrikoid’’ are Du Pont’s registered trademarks for its im- 
pregnated materials. Patent for vinyl “PX” has been applied for. 


PX° CLOTH and 
—- FABRIKOID® 


BETTER THINGS FOR BETTER LIVING ... THROUGH CHEMISTRY 
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travel agencies, or as_ salesmen’s 

calling cards. Prices range from 
4.6c to 10c each. 

An illustrated leaflet is available. 

. for more details circle 908, page 137 


The Meter A key chain and 
Detective coin holder’ de- 

signed like a watch 
with clock-like hands to indicate 
hours and minutes to show when 
the parking meter expires. The back 


of the unit has four openings, each | = 
of which holds two nickels, three | 

dimes or two pennies for meter 

change. Available with imprint, 

unit is priced from 17c up. Holder 


is distributed by Central States 
Specialties, 222 W. Huron St., Chi- 


cago. 


Private Label Individual salt and | 
Shakers pepper dispensers | 
with private label 


designs have been introduced by 
LeedPak Inc. 

The units have plastic tops and 
bottoms, complete rigidity and great 
appeal as consumer “take-homes.” 

Suggested company applications 
for the items include airlines, rail- 
roads, caterers, clubs, convention 
managers, etc. 

Additional information is avail- 
able from LeedPak Inc., Specialty 
Products Div., 294 Fifth Av., New 
York 1. 
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Bowling A novel disc has a 
Disc die-cut wheel for 

dialing for details 
on how to make splits and spares 
from various combinations of bowl- 


jujod o9 0} 8 wo QBZI Pjoqg 


ing pins. For complete specimens of this versatile tyr 
Also carrying a pad of 10 pages 

for personal record keeping, the 

disc can be imprinted and is avail- BAUER ALPHABETS, INC. 

able in quantities from 1,000 up, 235 E. 45th Street. New York 17.N.Y 

printed in contrasting colors. The 

278x558” size makes the unit con- 

venient for slipping into the bowl- 

er’s pocket. Waynemare Advertis- 

ing Sales Inc., Buffalo, makes the 

unit. 


nearest Bauer Type Dealer or write on 


for more details circle 909, page 137 


Customized Special designs on ee — 

Crystal Marks sparkling, clear puts offer 
plastic bookmarks 

are available from Crystal Trans- +S nn rr 

— a ea Electronically Welded Vin 


The units are made of a heavy ie = ZIPPER “BRIEFCASE” 


gage plastic which resists soil, tear- 


ae . You O.K. before poe os . 
: ‘ . fe — a MOL me a 
ing, etc., and multi-color printing PLAQUES : ‘ 2 Nelle 


is available. In addition to custom- F REE Wastrated brechore hes - 100 (12x16) only $65.00 

: : hund of of | ideas for ite fo 

ized designs, the Crystal-Marksare | pcos Aa «etn cid oe We print trademark or nome FREE in 
. . . . lat: ‘i dé ; ned : 

available as stock items in a variety , Gea eawaner aaaenit ear rare) 


subiec atters inc i vs morials, markers. Brochure B. ett Dae 
of subject matters including cal- romans renga hago EE 
endars, cook book recipes, safety RES MELO) VM te cane 0a aon om 
hints, and a line of children-appeal 
items. 
Samples are available. 
- for more details circle 910, page 137 


Choose above briefcase in bright red or 


Dept. A-57—150 West 22 St., New York 11 green or subdued brown, tan, black or navy. 


September 1958 > co « 43 





5D 


A ‘‘shop downtown”’ promotion 


Pee 


as 


held by New Bedford merchants boosted 


interest with an unusual prize. 


By Manuel Almada 


On October 31, November 1, 2 and 
4, 1957, the shopping public of 
southern Massachusetts made 250,- 
000 attempts to win an airplane, 
(which most of them planned not 
to accept). 

The alternate first prizes to the 
factory-new piper cub airplane 
were a $3,500 mink coat or $2,500 
in cash. The winner’s name was 
drawn out of a huge wire barrel 
packed with more than 250,000 con- 
test slips by New Bedford’s Mayor 
Francis J. Lawler. 

The winner, Mrs. Louis B. Perry, 
chose to accept the cash prize of 
$2,500, a happy climax to an un- 
usual promotion. 


> The “airplane promotion” was 
sponsored by the retail division of 
the New Bedford Board of Com- 
merce. This group is composed of 
the center retailers in the city’s 
downtown shopping area. 

The “airplane promotion” was 
staged to revive interest in the cen- 
ter’s annual fall community sale 
known as New Bedford Days. This 
event is traditionally held on the 
first Thursday, Friday and Satur- 
day in November. 

Until this year, the planning and 
operation of New Bedford Days has 
always been a rather dull and 
“let’s-g e t-on-with-as-little-bother- 
as-possible” affair. 

As a result of repeated haphazard, 
unimaginative routines both cus- 
tomer and member store reactions 
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to the arrival of New Bedford Days 
were beginning to take on an “I- 
couldn’t-care-less” attitude. 


>’ This year, the owners of New 
Bedford’s biggest stores decided to 
abolish this attitude. For the first 
time in years, the advertising com- 
mittee, composed mainly of non- 
members of the Board of Commerce 
was brought into an official meeting 
of the Board of Governors and 
asked for suggestions to correct the 
situation. 

Oddly enough, the most popular 
suggestion came, not from the ad- 
men but from a store owner, Wil- 
liam Carter, owner of Carter’s Sur- 
plus Sales Stores. 

“If you want your sales to fly up, 
give away an airplane,’ he sug- 
gested. He backed up his idea with 
three impressive reasons for using 
it. 


1. It would cause excitement by its 
sheer novelty. The airplane is a 
traditional symbol of forward- 
mindedness, newness, progress. It 
would create prestige as well as 
sales. It would attract new dealers 
to participate in the event. 

(This reasoning proved correct. 
Where 34 retailers had participated 
in the preceding New Bedford Days, 
103 took part in the “airplane pro- 
motion.” ) 


2. The airplane was a “natural” 
display symbol for generating pro- 
motional excitement. 

(This reason also proved correct. 
Thousands of people went out of 
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their way to see the airplane dis- 
played in the center of the city, 
outside city hall. Official store cards, 
window banners, registration slips, 
and newspaper ads all added to the 
total impact of the sale by contain- 
ing airplane pictures.) 


3. The local newspaper manage- 
ment also owned the local air in- 
dustry. The use of the airplane as a 
prize would gain the retailers far 
more than the normal share of free 
publicity. 

(This reason also proved correct. 
The newspaper contributed not only 
extra news publicity, but also other 
forms of concrete help to the event.) 


> Bill Carter’s reasons convinced 
the center retailers to put on the 
airplane promotion. 

However something more than a 
decision to act was needed in this 
case. Frank Martin, owner of M. C. 
Swift & Son, 107-year-old men’s 
wear store, saw clearly that the or- 
ganizational machinery for effective 
action was lacking. 

It was he who suggested that big 
store management, representative 
small store owners and the local 
newspaper's ad director be added to 
the advertising committee. 

When this suggestion was adopted, 
the retailers finally had, for the 
first time, an advertising committee 
able to make on-the-spot, immedi- 
ate decisions in time to get effective 
results. 


> Committee chairman James Kav- 





anaugh of the Keystone Department 
Store appointed six sub-committees. 


Finances 
Contest Prizes 
Display 
Advertising 
Communications 
Prize Drawing 


1. Finances ... The preceding New 
Bedford Days had operated on a 
minimum budget of $600. The air- 
plane budget called for 
$6,000. 

This budget was _ successfully 
raised and collected by the simple 
process of first getting the cash con- 
tributions from the big stores and 
making a “required” 
on the airplane. 


raising 


down payment 


After that, it was simply a matter 
of “following up” pledgees up to 
two weeks before the event, gently 
telling delinquent pledgees that, 
“No money, no mention of your 
store in the opening ad.” 


2. Contest Prizes ... It was de- 
cided to give the 
versal” 


contest a “uni- 
appeal. To make the con- 
test’s first prize appeal to any per- 
son who might not care for an 
airplane, alternate first prizes were 
decided on. The first prize winner 
was given a choice of the airplane, 
a $3,500 mink coat or $2,500 in cash. 

In addition, 19 other prizes were 
chosen to appeal to men and chil- 
dren as well as women. They were: 
2. Diamond ring (man’s or wom- 
an’s): 3. refrigerator; 4. portable 
tv: 5. Hi-Fi record player: 6-9. 
four bicycles (2 girls—2 boys): 
10. flight for 3 over New Bedford; 
11-20. 10 fishing rods. 


3. Display. The airplane was dis- 
played outside the mayor's office. 
The mink coat was displayed in the 
main window of Cherry & Co. Two 
other department stores, Wing’s and 
Star Store featured window displays 
built around the $2,500 cash prize. 


Entry Booth 

Just a few of the 
more than 250,000 
blanks being filled 
in during New 
Bedford's promotion 
of shopping 


downtown 


(The police department, however, 
insisted that the money be removed 
from the windows at night.) 

Window banners were designed 
with pictures of both the airplane 
and the mink coat. 

The official store identification 
card also carried the airplane pic- 
ture. 

All registration blanks also bore 
the airplane picture. 

Each retailer provided his own 
registration container, built and dis- 
played according to a special in- 
struction sheet supplied by the 
Board of Commerce. 

Two opening page newspaper ad 
proofs were provided in advance, 
one for window display and the 
other for use near the contest box 
to save clerk time in answering 
customer questions. 


4. Newspaper and radio advertising 
200 radio spots were used in 
five days. The campaign opened 
with a full page newspaper ad list- 
ing all official stores, ana featuring 
the official slogan: “$8,000 in Free 
Prizes $9,000,000 in Values.” 
In the past, other sections of the 
city had reaped benefits without 
cost from the New Bedford Days 
sale simply by advertising bargains 
at the same time as the participating 
stores. 

During the “airplane promotion,” 
the word Center was added to the 
sale title making it “Center New 
Bedford Days.” This, along with the 
registration slips automatically 
made the event exclusive with the 
official stores. 


5. Communications ... The Board 
of Commerce office was entrusted 
with the task of inter-communica- 
tions between committee members 
and the other official retailers. 
Committee 


members were re- 


minded of meetings by phone a half 


hour before their start. 


Official stores were notified by 


“CUTS TYPE COSTS 
AS MUCH AS 90% 


Save up to 90% over ordinary 

type methods on jobs for off- 
set, Zincs or silk screen. 
This entire ad was "set" by 
a stenographer with Fototype 

for heads —body copy typed on 
Justi-Type Stretchable Paper. 
Write today for free 64-page 
type book showing 300 styles 
and sizes. 


FOTOTYPE INCORPORATED 


421 ROSCOE STREET, CHICAGO 


how to put “~ 
your ideas into 


story for ~~ — 
With a Vue-Mo 

a MOVING sales 
Turntable you can tel 
ona revolv nq sta 1€ 
uct spatiignt 


we 


Send for Vue-More's factual 
bulletin and price list. 


vue-more <= 


World's Leading Manufacturer of 


601 West 26th Street, New York 1 


SALES AIDS that will give you 


MORE for your advertising dollar! 

/ he ful and usetul printed goodwill advertising items 
oy ai value that y tomers will appreciate and 
3 ‘, f gned tor all types of businesses, complete 
sales ideas unlimited 


7 North Orange Drive, Hollywood 2 


f samples and prices free 


California 


A TREASURED GIFT 


Custom-made cuff links, tie bar, & money 
clip are exact miniature reproductions of 
any business card, signature, or trade- 
mark. Deep, razor-sharp engraving 
makes this a lasting gift — a really 
wonderful way to say ‘‘THANKS’’. 
Prices from $3.10 to $10.25. Write now 
for full details. 


CARD-O-LINK COMPANY 
26 £. Huron St., Chicago 11, Il. 
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mail of activity schedules and other 


needed information. 

The sales aids (window banners, 
etc.) were delivered to all official 
stores, along with instructions on 
how to use them. 


6. Prize Drawing . .. This sub- 
committee arranged for the mayor 
to draw the prizes publicly. 

They also arranged for the local 
newsboy band to play at the public 
drawing. 

After the drawing, Alfred Thack- 
eray, executive secretary of the 
Board of Commerce, notified the 
lucky winners by telephone. 

Committee members Francis Ma- 
honey of the Star Store and William 
Carter delivered the $2,500 cash 
check to the first prize winner the 
very same evening 


> The pattern of action followed by 
the New Bedford 


plane promotion” 


retailers’ “air- 


offers a 5-step 
‘sure success’ formula for any 
community sale. 

1. Choose a “big-news gimmick” 


to call public attention to your sale. 


Science Premiums... 


Outer Space Trend 
Seen in Kid Premiums 


Although Junior has long favored 
pioneering outer space (after all, 
didn’t Superman precede Sputnik?) 
it is just recently that the adult 
world followed suit to any great ex- 
tent. Accordingly, the new trend in 
premiums seems to be outer space 
sales stimulators. 

While these “out of this world” 
premiums are ostensibly slanted 
for the kids, we’ve a hunch that 
Pop—and possibly Mom when no- 
body’s looking—will find them inter- 
esting too. 


Flying Saucer 
Balloons 


With warm weather 
here, the young 
American’s atten- 
tion has been temporarily deflected 
from home-made rockets to “flying 
saucer” balloons thanks to General 
Mill’s efforts in behalf of Cheerios. 

Called the Stratosphere balloon, 
the polyethylene item is actually a 
kite that inflates to a 27” doughnut 
shape. It is able to fly more than a 
quarter of a mile high and does not 
require sticks or rigid supports. In 
addition it has a built-in dihedral 
for maximum stability in flight, and 
folds compactly when deflated. 

It is available in red, blue or yel- 
low and can be obtained by sending 
in 25c and two boxtops from pack- 
ages of Cheerios. 
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The “gimmick” should also make 
retailers eager to join the sale. Fi- 
nally, the “gimmick” should be in 
itself a physical symbol capable of 
uniting and multiplying the sheer 
impact of the sale, (such as an air- 
plane.) 


2. The committee in charge should 
include every store owner or man- 
ager whose non-cooperation would 
seriously handicap the event. It 
should also include the advertising 
manager (or higher official) of the 
local newspaper, along with one or 
more competent retail admen. 


3. There should be a carefully con- 
trolled financial budget with auto- 
matic follow-through to make sure 
that all money is actually collected 
before it is committed for spending. 

An important strategy is to ma- 
neuver the purchase of the main 
prize, so as to require the im- 
mediate commitment of the con- 
tributions of all the major stores. 
(Once their pledge is invested, the 
big stores have to stay in the pro- 
motion in order to get their money’s 
worth back.) 


Weightless 
Bloop Balls 


Even the smallest 
bench-warmer can 
throw miracle ma- 
jor league curves with this baseball 
that’s so weightless it seems to be 
floating in outer space. 

Parent-approved, the ball floats 
in tub or pool and cannot damage 
windows, furnishings or baby 
brother. 

Designed to be a favorite with 
saving institutions, the Bloop or 
Space ball is available with im- 
print. 

Information is available from 
Savings Specialties Co., 231 S. La- 
Salle St., Chicago 4. 


Outer Space For 
Color Maps 


future space 
travelers, an au- 
thentic map of 
outer space in full color is available 
at the Keds dealers of United States 
Rubber Co. 

Designed and printed by Rand 
McNally & Co., the map is 23x177%” 
and clearly highlights the planets 


4. The newspaper advertising must 
be policed to make sure that every 
official store ad contains the official 
promotion symbol, (such as the air- 
plane.) 

All stores should be carefully no- 
tified of dates when ads will be most 
profitable. 

In the “airplane promotion,” a 
fourth promotional day was added 
to the usual New Bedford Days 
Sale. The event was extended from 
the usual Thursday, Friday, and 
Saturday to include the following 
Monday. This made Sunday a val- 
uable ad day for all official stores. 


5. Sales aids in the form of win- 
dow and interior display banners, 
etc. along with instruction sheets 
on how to use them must be dis- 
tributed to all official stores. 


>In New 
formula resulted in 
usual number’ of participating 
stores. In addition, nearly every 
official store reported greatly in- 
creased sales during Center New 


Bedford Days. 44 


Bedford this 5-step 


tripling the 


and big stars with calculated travel 
distance and time for each from the 
earth. 

Size contrasts of the earth and 
planets are listed, and small color 
insets show the surface of the 
moon, Jupiter, Venus, Saturn, Mars 
and Mercury. Other inset data, to 
interest young and old, includes a 
space ship time schedule to the 
moon, Venus, Mars, Jupiter and 
Saturn. Also included is an inter- 
planetary weight chart, contrasting 
a human’s earth weight with that 
on the moon, sun, Venus, Mars and 
Jupiter. 44 


Coupon Plan Developed 
For Theater Advertisers 


A full-scale plan providing na- 
tionwide point-of-advertising cou- 
poning for theater advertisers has 
been developed by Alexander Film 
Co. 

Providing a merchandising tie-in 
with nationally booked 60-second 
spot commercials, the coupons offer 
sponsors a way of building store 
traffic. 

Distribution of the merchandising 
coupons is handled by giving them 
to the consumer as he enters the 
theater. 

Additional information is avail- 
able from Alexander Film Co., Al- 
exander Film _ Bldg., Colorado 
Springs, Colo. 44 















How to Build Public Service 
Around a Television Show 











Commercial television programs must sell products primarily, 


but when, like Ralston’s ‘‘Bold Journey,’’ you have an audience-builder, 


you can then go ahead with developing its public service aspects. 


By Ernest J. Hodges 
Vice-president, 

Guild, Bascom & Bonfigli Inc 
San Francisco 


Let me tell you how we happen 
to be involved in what has been 
cited as “one of the most successful 
public service uses of a commercial 
television program.” 

About three years ago, we at 
Guild, Bascom & Bonfigli were rum- 
maging around the available tele- 
vision properties, looking for a show 
for our client, the Ralston Purina 
Co. Our motives were no more 
lofty than anyone else’s 
wanted to sell more cereals. 

And if we were going to great 
pains to find or to develop a tele- 
vision show—again it wasn’t be- 
cause we were trying to uplift the 
cultural level of the masses. It was 
just because we were convinced that 
in order to sell cereal best, a show 
had to have certain basic qualities. 
It had to have broad family appeal 
to give us the proper audience com- 
position. It had to be an honest, de- 
cent, wholesome kind of show. It 
had to offer a program climate fa- 
vorable for our kind of television 
commercials. All this to sell cereal. 
If, incidentally, the show had poten- 
tial for rendering a public service, 
that was just fine. 


we simply 


But this was a secondary con- 
sideration. Most of all, we wanted 
to be a hero to our very large — 
and very important client. 

» Here enters Bold Journey. We had 
not found a program for sale which 


This article was adapted from a speech 
delNvered at the Baltimore Conference on 
TV & Radio sponsored by the Westing- 
house Broadcasting Co. 


met our specifications, so we set 
about fashioning one. 

Bold Journey was fashioned from 
pretty basic stuff—the human love 
of travel—the human trait of curi- 
osity. In other words, we fashioned 
a different kind of television pro- 
gram. Bold Journey is unique 
chiefly because of what it is not. 
It is not a panel or variety show. 

And, of course, from its differ- 
ence comes its strength. It is strong 
on selling cereals because it stands 
out among the crowded 
of network television. It is 
on public service potential because 
it deals with basic human interests. 
And here we were only doing our 
duty—that of using imagination in 
using tv in order to sell products. 


categories 


strong 


> Yet this was heresy. We could 
promise no one—not our client, and 
not a network—that the public 
would like our show. I repeat—we 
were committing trying a 
new tv category. In some quarters 
the reaction was as if we'd asked 
Miss Jayne Mansfield to endorse 
a sack dress. 

Ralston 
however. 


heresy 


hitched for our 
ideas Just as they had 
already supported us in the revo- 
lutionary concept that you don't 
sell cereals primarily to kids. They 
had let us sell cereals to adults and 
they had even allowed us to com- 
mit the ultimate heresy in the cereal 
business of abolishing kid premi- 
ums. They even put “Look Ma, No 
Premiums!” on their cereal boxes. 

So Ralston demonstrated courage. 


stood 


The result—they got a good com- 


mercial television program. 


> We felt Ralston could get some- 
thing else, as well. We had seen an- 
other value in Bold Journey before 


the show even had a name. While 
we worked with Jack Douglas, the 
producer, we recognized the public 
service potential of Bold Journey— 
and did absolutely nothing about it. 

We did nothing about it because 
we first had to get the show on the 
road—before recommending to 
Ralston that time, money and effort 
be put behind the public service 
potential. 

If Bold Journey hadn't sold cere- 
als in the first year, wed have 
cancelled the show. But Bold Jour- 
ney did sell 18% in- 
crease over the first year. 

That’s when we called in the ex- 
perts. 


cereals—an 


>» And that’s when we started “open- 
ing the window on the world,” as 
the People-to-People Foundation 





. . Winner of a trip 


Traveling Teacher . 


to the top of Mt. Kilimanjar Seattle 
teacher Billie-Marie Gannon stops off 
to get the autograph of Sen. Jackson 


nN a gift from Seattle’s mayor to the 


f Nairobi 


mayor 
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Teacher's Guide . . . The familiar red 
checkerboard is a subtle reminder of 
the program sponsor, who is given only 


oa brief credit line elsewhere 


recently described our program. 

Biderman & Tolk, our excellent 
New York public relations firm, 
found us Glick & Lorwin, probably 
the world’s educational 
them, the first 

program was 
delineated. And with the inspired 
guidance of George Biderman and 
of Boris Lorwin, we avoided the 
hazards of such a project. 


foremost 
With 


classroom 


counselors. 


modest 


We were still pioneering at this 
point. Several more expensive— and 
very popular—television programs 
had sponsored study material with- 
out any Therefore, the 
American Broadcasting Co. mimeo- 
graphed only 5,000 copies of our 
first study guide. We received re- 
quests for material for 18,000 classes 
within 10 days of our first offering 
in February last year. 

It was apparent that American 
schools were hungry for well-pre- 
pared, well-documented study ma- 
terial. The schools were so anxious 
to use good material that our present 
printing rate for the more elabo- 
rate study guide is set for 75,000 


success. 


classrooms—for more than _ three 
million students. 
> Teachers, too, are enthusiastic. 


We have the very important coop- 
eration of the Natl. Education 
Assn., and its Division of Travel 
Service. A Teacher Award program 
was started this year. Twenty-five 
thousand teachers wrote to request 
entry blanks. 

Thirty-two teachers outstanding 
in their work with Bold Journey as 
a teaching resource were honored 
this Spring in Washington. Winners 
will receive travel awards taking 
them across every ocean, every ma- 
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jor land mass and to nearly every 
corner of North America. 

An indication of the tremendous 
value of the NEA _ cooperation: 
these winning teachers can qualify 
for college credits as a result of 
winning an award for using Bold 
Journey, a commercial tv show. 


> What are a few of the basics we 
followed in our program? 


1. An education program should be 
educational. Both the tv program 
and the material based on the pro- 
gram must each contribute to edu- 
cation or the learning process. 


2. Material used was carefully kept 
consistent with current educational 
practice and the general philosophy 
of teaching. Therefore, support from 
teachers and educators assured this 
cooperation in advance of launching 
a program. This is an 
point 


important 
make teachers feel they are 
part of the program—make them 
do some of the work. You can get 
a list of schools and simply send 
them anything the Post Office will 
carry—don't do it. 


3. Trade imagination—your 
ability to communicate to the pub- 
lic—for the support you must have 
to make your public service work. 
It can be at the level of working 
with an athletic director—a physi- 
cal education teacher—or at the 
level of the vast and powerful NEA 
but provide your active imagina- 
tion and your ability to sell an idea 
you will be welcomed. 


your 


’ And be sure that your working 
partners in public service get recog- 
nition for what they do. An ex- 
ample: One top level educator re- 
cently said to me—“Bold Journey 


can help us in an especial way—it 
can help in our task of changing 
the public image of the teacher— 
teachers are bold in mind—they are 
travelers to the corners of the earth 
—that’s how we want the public to 
see our teachers—as adventurers on 
the paths of the world as well as 
the by-ways of the young mind. 
And you—and Bold Journey—and 
your award program are helping.” 
I am proud of our program. 

So much for Bold Journey and 
what it’s contributing as a teaching 
resource. 


> If I have any pearl of wisdom to 
leave with you today—it is this: 

Stop trying to convince corporate 
executives that it is their duty to 
sponsor tv shows to render a public 
service. Very few can afford to buy 
it on that basis. 

Instead, develop shows that first, 
deliver an audience at an acceptable 
cost per thousand, and second, sells 
goods. (You'll find it won't be so 
hard to find a sponsor.) 

And then develop the public serv- 
ice aspects of your show. 


> If you think that’s a toughie, be- 
lieve us, it’s not as tough as try- 
ing to sell the average corpora- 
tion on its duties to Mother, Coun- 
try, and God. 

Perhaps, one day, (as I think 
Aristotle hoped) kings will become 
philosophers and _ philosophers kings. 
We will have plenty of public serv- 
ice programs, sponsored for a lofty 
motive. 

Meanwhile I am proud of Bold 
Journey for proving a service to 
education and I am just as proud 
that it got about a 20°; sales in- 
crease of well-established products 
in its second year on the air. 44 





TV Process Speeds Re-Use 
Of Logotyped Films 


A new process which permits 
easier removal of sponsor identity 
from original films at one-third to 
one-half the cost of other methods 
has been developed by Filmcraft 
Productions. 

The process is known as “Logo- 
film” and was invented by Ferenz 
Fodor, technical director at Film- 
craft, as the result of a definite 
need for a process that would cost 
less and give better quality in the 
finished film than the traveling mat 
method. 

Logofilm makes use of reflected 
light and provides a negative with- 
out an intermediate positive. Ac- 
cording to Mr. Fodor, original sin 
in contrast or density in the film 


can be compensated for in develop- 
ment of the Logofilm negative. 

Uses of the new process—in addi- 
tion to removing existing sponsor 
identifications—include the replac- 
ing of one identification with an- 
other, and the ability to add “hand- 
lettered” identifications to films that 
were made previously. 

Additional information is avail- 
able from Filmcraft Productions, 
8451 Melrose, Los Angeles. 44 


Chevrolet Commercial 
Hits ‘Top Pop’ Level 


Chevrolet's answer to rock ‘n’ roll 


— the company’s “mood music” 
commercials introducing the 58 
models — will soon be heard along 


with some of the country’s top stars. 
When the commercials were first 
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¢ Display Specialist 
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e Any Size Display 
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broadcast, public commentary was 
so constantly complimentary that 
the original score by Hoyt Curtin 
was published for orchestration by 
the Manchester Music Co. 

Percy Faith then recorded the 
tune for Columbia Records under 
the title of “The Impala Theme.” 

Next to realize its “top pop” value 
was Dinah Shore who recorded the 
same music under the title of “The 
Secret of Happiness” after Carl Sig- 
man wrote lyrics for it. a4 


Electronic Animation 
Introduced by Colortech 


A type of animation without con- 
ventionally hand-drawn and photo- 
graphed cels has been introduced 
by Colortech Films Inc. 

In the Colortech method only a 
single piece of art or still photog- 
raphy is required, which is sensed 
and transformed into electrical sig- 
nals. The latter, now live, are fur- 
ther converted, modulated and de- 
liberately controlled in direction, 
fields and dimensions as waveforms. 
Finally these “animated” images are 
reconverted and transferred for re- 
production onto standard film. 

Lip sync; complicated characteri- 
zations; objects in deflection, distor- 
tion or motion into, against or 
through still or moving back- 
grounds; styles common to conven- 
tional animation, as well as de- 
signs, stories and dramatic effects 
otherwise impractical or uneconom- 
ical may now be feasible with Col- 
ortech imagery. 

Available for use in spot commer- 
cials or full-length films, the method 
offers production at a low cost of 
time and money. 

An additional feature in the Color- 
tech film processing method is the 
variety of color possibilities. Black 
and white tonal ranges are con- 
trolled to correspond to given gray 
scale values and designated color 
schemes are matched at will to 
product, design or storyboard. In 
this way the new technique is not 
only suitable for black-and-white 
film production now but can be set 
up for later reissue in color on color 
tv. 

Details are available from Color- 
tech Films, 446 W. 43rd St., New 
York 36. a4 


New Film Series Banks 
On Bankers’ Backing 


A new series of commercial films 
called “The Ol’ Pioneer” has been 
produced for the banking industry 
by Kennedy Productions, Omaha. 

The films feature a fully-animated 
character called “The Ol’ Pioneer” 
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Banking Commercials .. . ‘’Ol’ Pioneer’’ 
sells banking to creator, Dennis Kennedy 
of Christensen-Kennedy 
Omaha 
methods 


Productions, 
Series boosts modern banking 


who gets into all sorts of trouble 
because he handles his money prob- 
lems in what the films call “the 
old-fashioned” way. 

His counterpart, “The Modern 
Pioneer,’ then shows how his prob- 
lems could have been solved the 
safe, up-to-date way by using the 
modern banking services featured 
by banks which purchase the films. 
The films will be adapted to fit the 
needs of each bank. 

The series includes four 60-second 
films and four 20-second films on 
the subjects of savings, checking, 
auto loans, and home-improvement 
loans. 

“Banks will be able to purchase 
these high-quality, animated films 
at a low cost, for unlimited ex- 
clusive use in the purchased mar- 
kets,” according to Dennis Kennedy, 
creator of the series. 

Details are available from Chris- 
tensen-Kennedy Productions, 3553 
Farnam St., Omaha 31, Neb. 44 


Pepsi Theme Links 
Fun With Product 


New commercial jingles for Pepsi- 
Cola introduce a bright, light “have 
fun” touch with a “Be Sociable” 
theme. 

According to the company’s ad- 
vertising vice president, J. Charles 
Derrick, Pepsi introduced its new 
jingle not only because it was time 
for a change but to keep up with the 
new modern feel of today’s radio. 

“Radio certainly has changed 
since our first theme was _ intro- 
duced,” said Mr. Derrick. 

“The new Pepsi-Cola Refresh- 
ment Song takes advantage of the 
intimacy and gay mood of today’s 
local radio programming. We are 
sure that the public will find ‘Be 
Sociable’ light, ear-catching, and 
fast-moving.” 

The new commercial and theme is 
contained in a special long-playing 
album titled “Words and Music to 
Sell Pepsi by ., .” The long-playing 
disc includes seven 20-second spot 


announcements, seven 30-second 


spots, two 10-second spots and six 
60-second announcements. 

The album was produced to send 
to Pepsi-Cola bottlers, their ad 
agencies, broadcasting executives 
and personalities. a4 


Snack Wagon Service 
Promotes TV Viewing 


To stimulate Wednesday and Fri- 
day night viewing in the local area, 
KTVI, Channel 2, St. Louis, devel- 
oped in conjunction with ABC a 
snack service to reward faithful 
viewers. 

Entitled “Operation Snack Wag- 
on,’ the service consists of three 
Buick station wagons which circu- 
late in the greater St. Louis area on 
Wednesday and Friday evenings 
between 7 and 10:30 pm. 

Calling on homes at random, the 
driver of the station wagon brings a 
complete snack service into the 
house and sets it up, providing the 
family can furnish proof that it has 
been watching KTVI before the 
wagon’s arrival. 

In addition to Buick, participating 
advertisers include Kaiser Alumi- 
num foil, “Seven-Up,”’ Nabisco 
crackers, Kas Potato Chips, Pevely 
Sour Cream, Lipton’s Onion Soup 
Mix, and TV Guide. 44 


Subliminal Sneaks In 
Via Sound Selling 


While the battle rages on the rel- 
ative morals and merits of sublimi- 
nal selling via flashed messages, the 
“phantom” medium is now entering 
homes throughout the nation via the 
singing commercial. 

Produced for Nucoa Margarine by 
Guild, Bascom & Bonfigli Inc., the 
newest subliminal makes no ghost- 
ly whispers but rather slips its mes- 
sage through by emphasizing cer- 
tain letters into a “singing message.” 

Put these letters all together and 
they spell Nucoa, and the point is 
that the listener is not supposed to 
catch onto the fact that the commer- 
cial has slipped an extra “Nucoa” 
in on him. 

Creator of the technique is Glen 
Hurlburt, musical director of the 
agency. According to Mr. Hurlburt, 
other successful radio commercials 
have accidentally used his tech- 
nique. 

About the Nucoa jingle, which is 
the first to deliberately adopt this 
type of subliminal, Mr. Hurlburt 
says: “Diversion is not the only 
technique that can be employed in 
this type of thing. As in visual pro- 
jection, secondary persuasion can be 
achieved by means of intensity of 
imagery.” 44 





billions 

In sales 
begin with 
print and paper 


When the postman leaves, a purchase starts 


Everyday, catalogs, pamphlets, brochures, folders deliver a 
veritable shopping center right to American homes. 

In a colorful, realistic and lasting way, print and paper offer 
a world of goods, services and information. 

Generating literally billions of dollars in sales is only one of 


the many ways paper serves. 
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Vellum Bristol 


Eye-catching greeting cards, 
standout covers, reproductions 

of art masterpieces for 

framing... menus, mailing cards, 
die-cut work, inserts ...these 

are only a few of the uses of 
Springhill Vellum Bristol, for both 
letterpress and offset lithography. 


Uniform, blue-white, Springhill 

Vellum Bristol has strength 

and snap. It’s 100°. bleached 

sulphate, surface-sized and... 

like all Springhill papers... 
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its consistent high quality and performance. 
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Uleer Reducers 
for Exhibitors 


Practical Suggestions for 


e Planning 
e Designing 


e Promotion 


An exhibit at a trade show can be one of the most 
powerful sales tools in a company’s arsenal. It offers 
an opportunity to meet prospects when they are 
seeking information; it brings together both the 
competent buyer and the competent seller; it fur- 
nishes a chance for person-to-person interchange of 
technical information; finally, it combines the effec- 
tiveness of light, color, dimension, reality and pres- 
ence to get across a message or a variety of messages 
to specialized audiences. 

Involving as many skills as it does, however, the 
trade show exhibit is one of the more complicated 
media. It takes long and careful planning to achieve 
maximum success with it. 

The following suggestions, of course, cannot be 
carried out in connection with any single exhibit, or 
perhaps, with any single exhibitor. They have been 
selected because all of them are worth considering 
seriously, and many of them will apply to every ex- 
hibit that passes through your hands. 


PLANNING 


1. Plan a three-way approach — pre-convention, 
convention and post-convention. Contact those you 
most want to see at your exhibit in advance; make 
sure you see them during the busy convention; and 


e Crating & Shipping 
e Installing & Dismantling 
e Manning the Booth 


wrap up the deal with some kind of contact after the 
show, when your prospects have had a chance to 
settle down from the fast pace. 


2. Decide what trade shows you are going to attend 
well in advance. When you do this your chances of 
getting good space are improved, as you can make 
your choice and send in your reservation just as soon 
as the floor plans are released. 


3. Make an advance trip to the site of the show, if 
possible. You may be able to save more than the 
trip's cost by arranging details in person. This will 
also give you an opportunity to do on-the-spot plan- 
ning and to decide from a personal inspection just 
what accessories, such as flooring, lights, etc., you 
will need. 


4. Make an advance check on the details of what is 
to be furnished by the convention committee or the 
exhibition hall people. Make sure that they will pro- 
vide enough chairs, rugs, electrical outlets, tables, 
etc. Even if you want items that are not listed on the 
regular order blank, you can probably get them, if 
you arrange for them in advance. The day the con- 
vention opens may be too late. 


S. Go over the complete convention program care- 
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fully for possible tie-ins with the convention activi- 
ties. Frequently an exhibit can fit in with the general 
theme of the convention or with some particular fea- 
ture of the programming. 


6. Check with other exhibitors to avoid unnecessary 
duplication. Frequently you can gain added support 
for your exhibit by working out some tie-in with al- 
lied exhibitors. For example, at a printing exhibit, a 
manufacturer of printing press rollers listed, on a 
sign in his booth, other exhibitors showing presses 
which incorporated his rollers. 


7. Make your hotel reservations well in advance, 
and make sure that they are confirmed. Make extra 
sure that you have enough accommodations to go 
around. 


8. Consider reserving at least one extra room for 
business transactions. This room should be kept in 
shape at all times so that it can be instantly avail- 
able. You can use it before maid service arrives, and 
while others are sleeping, cleaning up, eating, etc. 
Frequently the exhibit floor is too noisy to talk “big 
business.” Another reason for additional rooms is 
that you may be receiving competitors who natural- 
ly don’t want to talk in front of each other. 


9. Plan in advance what you'll do if things go 
wrong. Try to anticipate every possible rough spot 
and have an answer worked out in advance in case 
the problem arises. Most important is to have an al- 
ternate plan to cover the possibility of your booth 
being late, lost, damaged or otherwise not available. 
Know just how you can arrange locally for all of the 
materials necessary to construct a substitute exhibit 
in a real hurry. Know just where you can get the 
necessary lumber, art materials, artwork, samples, 
models, etc. 


10. Recheck your exhibit to make sure that every- 
thing is up-to-date. This is particularly important if 
you are reusing last year’s exhibit. 


11. If the equipment you are exhibiting requires 
wiring or piping, have your factory do as much as 
possible before it is shipped. This will minimize the 
amount of work to be done by the exhibition hall 
workmen and will save both time and money. 


12. Check all the details of the electrical situation in 
advance. Make sure there are plenty of outlets, of 
the right voltage and current, in the right places, 
with enough power to handle your equipment, and 
with no legal or show restrictions on what you may 
be planning to use. 


13. Check on local union regulations in advance. 
You may be able to save yourself lots of money and 
potential headaches by doing much of the exhibit 
construction work in your own shop. 
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14. Check the limitations of the exhibition hall. 
Make sure your display materials will go through 
doors, be under the weight limits of the elevators, 
and not exceed the load limits of the exhibit hall 
floor. 


15. Know the rules. Most shows have definite rules 
and regulations. You should determine whether 
there are any limitations on your design or your 
planned activity well in advance. 


16. Don't forget insurance. You may easily want 
floater or liability policies to protect against loss. 


DESIGN 


17. Be sure that your design includes two small 
“back rooms” or storage areas. One should be for 
your tool chest, literature, spare bulbs and other 
similar items; the other should be large enough for 
hats and coats for the normal attendance in the 
booth. 


18. It isn’t a bad idea to make a coat room much 
larger than your booth personnel might need. It is a 
nice gesture to offer a good customer or prospect a 
place to hang his overcoat while looking at the ex- 
hibits. It also ensures his coming back just before he 
leaves the hall, giving you another opportunity to 
follow through. 


19. Use the experts. Too often an exhibitor feels 
that the problems of his industry are so different 
from all others that only he is able to prepare an 
effective exhibit. The result of this is a sameness 
from booth to booth and year to year. Listen to ex- 
hibit builders who have worked on hundreds of 
shows. Let them help you to a more effective exhibit, 
and at less cost, in all probability. 


20. Be sure your exhibit builder supplies you with 
small jars of each color paint he has used on the 
display. These are useful for accidental scratches or 
other blemishes. 


21. Suggest that the touch-up paint be put in jars 
whose screw-top lid has a brush attached. In this 
way there is no brush-cleaning or brush-hunting. 


22. Build in a rack in some hidden location on the 
back of a panel for the bottles of touch-up paint. 
This should have a bar to hold the bottles in position 
during shipping. 


23. Don’t forget the floors. Often the richness of a 
costly display is lost because the cement or plain 
wooden floor of the exhibition hall is not in keeping 
with the exhibit. Sometimes carpets are furnished: 
more often they must be specially rented. Flooring 
of special interlocking rubber tiles can be purchased, 
and there are other materials which are resilient, 
easy to keep clean and simple to install. 
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24. Make sure you have enough seating, but not too 
much. You'll want enough to conduct your opera- 
tions smoothly, but not so much as to encourage 
loafers. 


25. Try to design for multiple use of your display. 
It may be feasible to design a show for use in your 
company lobby, showroom, reception area, etc., to 
keep it from languishing in a warehouse between 
shows. It may not always be possible, but it’s a way 
to get more mileage from your exhibit dollar. 


26. Plan to use action. But action of itself, without 
regard to the product or company objective, is pure 
waste. There is only one kind of action that counts, 
and that is meaningful action directly and intimately 
tied in with the company’s products, product fea- 
tures and sales objectives. 


27. Don’t confuse demonstrations with action. While 
they are closely linked, they are really separate mat- 
ters. Periodical demonstrations, if you really want to 
get something across to customers and prospects, are 
not very useful. People wandering through a show 
are not likely to nail themselves down to a regular 
schedule. Make demonstrations continuous, and visi- 
ble to the maximum audience. 


28. Lighting is an important part of booth design, 
and one of the least expensive ways to add impact. 
Don't overlook the value of enough illumination. 


Reprints of all articles in this ‘‘Best of AR” series 
are available immediately following publication 
Single copies can be obtained for 25c each; lots of 
10 of any one reprint, 20c each; lots of 50 or more, 
15c¢ each; lots of 100 or more, 12 2c each. Presently 
available are 
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302 ..A Basic Guide for Better Advertising Photos 
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304..A Basic Guide to Direct Mail 

305 ..A Basic Guide to Display Typefaces 

306 ..A Basic Guide to Packaging 

307 ..A Basic Guide to Specialty Advertising 

308 ..A Basic Guide to Television Commercials 
309 .. Ulcer Reducers for Exhibitors 

Order by number from Reprint Editor, Advertising Re- 
quirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order totals less than $2 


CRATING AND SHIPPING 


29. Give serious consideration in shipping your ex- 
hibits, uncrated, via one of the national furniture 
movers which have a special exhibits division. The 
money saved on crates will often pay for the addi- 
tional moving costs, especially if your exhibit is ex- 
pected to make only a few moves. Schedules, par- 
ticularly if you pay for a van-load, are usually more 
reliable than other shipping methods. 


30. Don’t overlook air freight if you have a lot of 
shows on your schedule. Cutting down on time taken 
in transit may result in your needing to build fewer 
units. 


31. Have your shipping department write your com- 
pany name all over your boxes and crates. Use big 
letters and distinctive colors. This makes it easier 
to spot your shipment when it arrives and is stacked 
up, along with hundreds of others, at the exhibit hall. 


32. However you ship your exhibits, allow enough 
time. It is better to pay a few dollars storage than 
to spend a day developing ulcers while tracking down 
or sweating out a late shipment, or as has happened 
more often than exhibitors care to remember, having 
to live with a makeshift arrangement because crates 
did not arrive in time. 


33. Plan your shipments to cut down on miles 
traveled. Rather than send your exhibit back to your 
home office between shows, you may find it less ex- 
pensive to pay storage and ship directly, especially if 
your home base is far away. Frequently the freight 
handlers at either show can handle this for you. 


34. Put packing instructions inside each crate, and 
be sure they are clear. Label each piece, and include 
enough detail so that repackers can know which 
piece goes in first, face up or face down, and any 
other special problems in packing or unpacking. A 
careful instruction sheet can save hours. 


35. Before storing empty boxes and crates, put them 
back together. Whether the lid is screwed on, hinged 
and hasped, put the crate back together again. Put 
all interior struts in position, too. If you can do it 
without damage, put the smaller crates inside the 
larger ones, to cut down on the number of pieces 
that must be handled. This will save time in the long 
run because after the show, you won't have to worry 
about lost skids, braces or lids. when the crates are 
returned to you. 


36. Use crate identification cards provided by most 
shows. All you have to do is to write in your com- 
pany name and the number of your exhibit space. 
Then tack or staple one to each box or crate. Using 
these cards may result in your being among the first 
to get all your crates back when the show is over. 
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37. Before or during the show, prepare return ship- 
ping labels. This is just one less job to do after the 


show closes 


38. Give some thought to over-all design of your 
crates and boxes, and be sure to have enough in 
your budget to cover the proper kind of crate. Nail 
on lids only if your crate is designed for just one 
trip. Screws will stand coming in and out only a few 
times. The good exhibit designer today specifies a 
crate that is a work of fine design itself. It is proper- 
ly compartmented to hold each section of the exhibit 
firmly, protecting it from shock or scratch, well- 
padded, and with room for each item you carry. 


INSTALLING & DISMANTLING 


39. Allow an extra day or two for set-up and break- 


Trade Show Check List 


This is an adaptation of a list prepared by the Displayers Inc.., 
New York, and reproduced here with their cooperation. Few 
exhibitors can use it exactly as it stands. Some will find some 
entries superfluous: others will have other details to add. In 
either case, such a checklist, drawn up on the basis of your 
own experience, is a valuable safety measure. 


General Information 


Show name: 

Show date: 

Location: 

Booth numbers: Size: 

Rules & regulations on hand? 

Checked against plans? 

Exhibit approval required by show management? 
Deadline for submission: 
O.K. received: 


Equipment 


Exhibit crate numbers: 
Demonstrating equipment: 


Instructions Issued to Exhibit Builder 


Exhibit construction and/or renovation: 
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down of your exhibit before and after the show. If 
you're among the first to arrive at the exhibition hall, 
you'll find it’s much easier to get carpenters, elec- 
tricians, plumbers, machinery movers, etc. Also, 
you'll be able to set up your exhibit on regular time, 
and won't have to pay time-and-a-half or double- 
time for evening or week-end labor. 


40. Learn the names of the carpenters, electricians, 
etc., who work on your booth. They’re usually pretty 
okay guys, and it doesn’t do any harm to treat them 
nicely. If you send out for coffee and sandwiches, in- 
clude them in. And don’t overlook their advice! 


41. Keep a record of when your workmen arrive 
for work and when they leave. It’s just good business. 


42. If your show closes on a Friday or Saturday 


Convention shipping address: 
Ship prepaid via: 
Insure for $ 


Exhibit Follow-Up 


Instructions confirmed by builder: 
Check completion with builder on this date: 


Installation 


To be handled by: 

Address: 

Contact man: 
Instructions sent on: Acknowledged: 
Company supervisor: 

Arriving in exhibit city: 

Departing: 

Local address: 

Company local representative: 


Auxiliary Materials 


post-show 
selected orderea disposal 

Merchandise: 

Literature: 

Registration: 

Sales report cards: 


Specialties: 
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night, wait until Monday morning to start the tear- 
down. Most auditorium managers will not object to 
this unless another show is moving in right on the 
heels of yours. By waiting, you will avoid paying 
overtime rates for Saturday or Sunday labor. An- 
other advantage: you can spend the week end resting 
and/or sightseeing. 


43. Don’t saddle your booth personnel with the task 
of getting your booth up. This is frequently a harried, 
all-night job, and you can’t expect men to handle 
this and be effective in dealing with visitors the next 
day. 


PROMOTION 


44. Think through your publicity program. It isn’t 
enough just to send out a general release to your in- 


Services Desired During Show 


wanted 


Electrical Outlets: 
Special Electric Items: 
Drapes: 
Rugs (color choice) A: 
B: 
C: 
Furniture: 
Ash trays: 
Smoking stands: 
Flowers: 
Refrigeration and/or ice: 
Telephone: 
Maintenance: 
Special booth instructions: 
Booth photograph: 
No. of prints: 
Send to: 
Water lines: 


Cups and/or coolers: 


Arrangements 


Hotel rooms for booth personnel: 

Hotel rooms for hospitality: 

Food & beverages: 

Transportation to and from convention city: 

Transportation instructions sent out: 

Booth instruction manual compiled: 
reproduced: 
distributed: 


dustry’s press telling them you're going to be at the 
show. Be prepared to follow through. Have a special 
press kit ready for reporters who visit your booth. 


45. Have somebody assigned the duty of feeding ma- 
terial to any convention newspapers that may be 
published. Better yet, prepare material in advance. 


46. Handle publicity requests in a different manner 
from prospect requests. If a reporter wants a circular 
or a photograph, send him that directly and im- 
mediately; don’t turn his name over to your local 
salesman or distributor. 


47. If you want photographs, order them in advance, 
and set up your photo time early in the show. The 
exhibit will look better, the photographer will be 
less rushed, and your people will look fresher. 
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Publicity 


Pre-convention: 
Convention: 
Post-convention: 


Booth Personnel 


Selected: 
Notified: 
Special personnel required: 
(operators, models, porters, demonstrators) 
Schedule drawn up: 
distributed: 
Briefing schedule in booth: 
Personnel notified: 


Dismantling 


Company representative: 
Dismantler (if other than erection group): 
Ship (Collect) (Prepaid) to: 
Shipper to use: 
Insure for: 
Send bill of lading to: 
Special instructions: 
(hold, split shipment, etc.) 


Additional Instructions 


Sheets attached include: 
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48. Don't rely on casual show traffic to bring people 
to your booth. Start well in advance to let prospects 
and customers know you'll be at the show and where. 


49. Coordinate with your space advertising program. 
Include invitations to visit your booth in a box in 
your business paper advertising. Try to time an- 
nouncement ads on new products, new features, new 
accessories, etc., so that you can announce that the 


first public “unveiling” will be in your booth at the 
show 


$0. Use direct mail to build booth traffic. Consider 
a specially-prepared reprint of your advertisement 
as a self-mailer and direct it to prime prospect lists. 
Consider the use of a multigraphed or automatically 
typed letter of invitation to prime prospects, calling 
their attention to new developments in your product 
and the opportunity to get a preview at your booth. 


51. Invite and train your dealers and distributors. 
Do you alert your dealer or distributor organization 
to your exhibit? Do you send them special invita- 
tions? Do you suggest they send in their key sales- 
men for a briefing on the product? They have a stake 
in the show and its success, so always be sure they 
are invited. 


$2. Build your promotion around a visual symbol. 
This can be used in publication ads, flyers, etc.. and, 
if properly designed, can be incorporated in your ex- 
hibit to make it easier to spot at the show. 


$3. Make every salesman a _ publicist. Refer re- 
peatedly to the show in salesmen’s bulletins, house 
organs, even individual correspondence. Build up in- 
terest by noting, successively, each new detail: in- 
novations in display, the introduction of new prod- 
ucts, VIPs who will attend, special offers to be an- 
nounced. 


$4. Plug the show in every letter that leaves your 
office. An imprinted line in color can be added to you 
letterhead, or you can use the colorful stickers sup- 
plied by many show managements. 


55. Send out a generous supply of invitations. Noth- 
ing is more personal than a direct invitation, even 
where none is needed, to all the people you hope to 
see in your booth. 


56. Don’t overlook business magazines that issue 
special numbers in support of a trade show. Here, 
the most important thing is to conform with dead- 
lines, which may seem to you very early, but which 
must not be ignored. 


57. If show management's publicity office asks you 
to send in a specified number of releases, follow in- 
structions implicitly, both as to number wanted, and 
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place and date to send them. If vours are not present 
on schedule, they may never get used. 


MANNING THE BOOTH 


$8. Plan schedules so that your representatives have 
time to take care of personal errands. The oppor- 
tunity for visits to relatives, purchase of toys for 
Junior and a gift for the little lady, or a quick trip 
to the alma mater may improve morale, but arrange- 
ments should be made so they won't conflict with 
proper coverage of the booth. 


59. If you are going to hire hostesses or entertainers, 
be sure the theatrical agency doesn’t push off some 
tenth-rate talent on you. You'll be far ahead if you 
personally “audition” all personnel. 


60. Hold a briefing session for the men who will man 
vour booth. You are spending a lot of money in the 
design and production of an exhibit, and in having 
men man the booth. It is a protection of your invest- 
ment to arrange a briefing session prior to the open- 
ing of the show. You, or someone you designate, 
should conduct this session, reviewing what is in the 
booth, the availability of products, any special in- 
formation regarding pricing, information on new fea- 
tures, etc. You can also outline approaches to be used 
to get people interested in your products and their 
applications. 


61. Be sure your booth representatives are men with 
full technical knowledge of your product line. Men 
who are able to do no more than quote prices or re- 


fer to a catalog do not help much in nailing down a 
sale. 


62. If you show machinery or equipment, make sure 
there is somebody in the booth who knows how to 
demonstrate every product shown. 


63. Never staff a booth completely with apprentice 
salesmen or new trainees. However, it’s a good idea 
to have some trainees there, because the exposition 
provides an excellent training ground. 


64. Prepare a detailed schedule of personnel for each 
day of the show, for each period of the day, and see 
to it that every booth representative is familiar with 
the schedule and adheres to it. 


65. Prepare a detailed manual to be sent in advance 
to all personnel, telling basic facts about the show 
and its audience, products the company will show, 
literature available, sales procedures to be followed, 
hotel accommodations and any other pertinent in- 
formation. 


66. If the advertising or the sales promotion man- 
ager, rather than the sales manager, is in charge of 
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the booth, be sure he has complete authority over 
the salesmen, or arrange to have somebody there 
who does have this authority. The matter of relation- 
ship between staff and line representatives can create 
great difficulties. 


67. Always have machine operators dressed in shop 
coats—and see that the coats are clean all the time. 
Don’t have a machine operator in business clothes. 
And if you hire a porter for show hours, put him in 
some simple uniform. 


68. Don't permit wives of company personnel or 


feminine non-booth personnel from your office to 
use the booth as headquarters. 


69. Booth representatives should never sit down in 
the booth except when talking with a prospect. Ad- 
just your schedule to allow sufficient rest periods so 
they won't get weary on their feet. 


70. If a man shows up in the morning with liquor on 
his breath or with bad breath from other causes, or 
is exhausted from too little sleep and too much play, 
send him back to his hotel or the office. He can only 
do you harm if he remains in the booth. 


71. Some companies advocate having one staff to 
man the booth, and a separate one to do the enter- 
taining during after-show hours. 


72. Social grace is a desirable quality in booth rep- 
resentatives, but that’s no excuse for the men spend- 
ing time exchanging wise-cracks or wandering off 
to a competitor’s booth for visits. 


73. Insist that booth representatives make out a re- 
port on each person they talk with, completely filling 
out a form set up for that purpose. Watch out par- 
ticularly for men who pocket reports without filling 
them in. 


74. If you don’t have a special porter, be sure that 
one of your booth representatives has definite re- 
sponsibility for housekeeping of the booth during the 
show. 


75. Never permit salesmen to gather in groups— 
even two men—to exchange jokes or talk shop. Even 
during periods of light attendance, they should stand 
on the alert ready to talk to any passer-by. 
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76. Determine well in advance just who will repre- 
sent you at the show. If you wait until the last min- 
ute, you'll probably make your decision on the basis 
of who isn’t otherwise tied up, rather than on who 
can do the best job. 


DURING AND AFTER THE SHOW 


77. Eat regularly, and get enough sleep. If you drink, 
drink moderately. It’s no fun to be sick or have a 
hangover when you're busy in an exhibit. 


78. Watch other exhibits and exhibitors for ideas 
you can use. A clever idea somewhere else doesn’t 
have to be borrowed intact, but it can act as a 
thought-starter to stimulate ideas of your own. 


79. Have each person who had anything to do with 
your exhibit make a detailed written report after the 
show is over. These reports should include sugges- 
tions for making the job easier and the exhibit bet- 
ter the next time around. Go over these suggestions 
carefully before the next exhibit and the chances are, 
you ll have eliminated half of your problems in ad- 
vance. 


80. Review other shows. Don't just stick to the ones 
within your industry. By broadening your familiarity 
with exhibit techniques, you make yourself a better 
exhibit planner. 


81. After the show check with visitors for sugges- 
tions on a better exhibit. Check your guest register 
for the names of important visitors who saw your 
exhibit and ask them to help you plan for next year. 


82. Give your leads top priority. A very effective 
and dramatic way to handle this is to have a piece 
of dictating equipment in your booth. When someone 
comes in and shows particular interest in your prod- 
uct, get his name and address and make a couple of 
notes. Then go to the dictating equipment and dic- 
tate a letter to your branch or representative, re- 
viewing what you told the prospect, what he seems 
to be interested in, and all pertinent facts. This will 
emphasize the importance of the lead and will give 
your local man the opportunity of following it up 
quickly and intelligently, and the chance of planning 
his approach in advance. 


83. Market test new ideas in your booth. Have you 
ever stopped to consider that a trade show is about 
the only place where your customers come to you? 
Here is your opportunity to find out customer reac- 
tion first-hand. Try putting a test model in the booth 
to see reaction. Or alert your booth men to ask lead- 
ing questions. You can turn them into temporary re- 
search people by having them ask specified ques- 
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tions and fill in reports to guide you in new mer- 
chandising techniques, new product developments, 


etc 


84. Be careful with your literature. Most visitors 
pick up far too much literature, and discard most of 
it before getting back to their office. You'll get more 
play out of your literature dollar if you develop a 
method for avoiding this waste. 


85. Do not have literature thrown around on a table 
where every passer-by, interested or not, may pick 
up a piece. Let your booth representatives have ac- 
cess to literature, and distribute any pertinent items 
to those whose expressed interests would be met in 
this way. 


86. Have a panel showing sample copies of all avail- 
able literature, and a rack of request cards which 
may be filled in by the visitor. 


MISCELLANEOUS 


87. Make sure that you send along enough printed 
materials. Maintaining a separate checklist of such 
items as memos for writing down prospects’ names 
and sales literature needed for a particular show is 
a good idea. 


88. Don't overlook “office” supplies. Such things as 
pencils, pens, paper, paper clips, adhesive tape, en- 
velopes, stamps, letterhead, stapler and staples, type- 
writer, and so on, should be included. 


89. Don’t forget coat-hangers, hooks, etc. 


90. If it’s a wintertime show, have your wife pack a 
jacket and a good heavy sweater also an extra 
“work” overcoat and hat. Some exhibition halls are 
not heated until the show opens. Others are drafty 
from opening and closing freight entrances. 


91. Take along galoshes or rubbers. Cement floors, 
especially in unheated rooms, are likely to be cold. 


92. Pack an assortment of your favorite cold rem- 
edies. If you catch a cold at the beginning of a show, 
it’s better to get at it right away rather than be mis- 
erable during the whole show period. 


93. Don’t forget regular work clothes. Even if your 
responsibilities are limited to supervising installa- 
tion, a pair of coveralls can be valuable in keeping 
your regular business suit clean and unsnagged. 


94. If you expect to need one, take along your own 
step-ladder. You'll find it almost impossible to rent, 
buy or borrow one at most shows. It’s easy to ship 
without a crate. Just have your shipping department 
tie it closed and put a tag on it. Be sure to paint your 
company name on it. 


95. Today, a telephone in your booth is almost a 
must. Place your installation order well in advance. 


96. Get your phone installed from the time you start 
setting up, not just for the period of the show. You 
will find it very convenient, and the extra cost is 
minimal. 


97. Have your phone installed on a table or a desk 
near the rear of your exhibit. Don’t install it in a 
concealed closet or store room in the back of your 
exhibit. You may not be able to hear it ring over the 
noise of the show. 


98. Unless you are willing to be generous with the 
general public, get a small phone lock that fits on the 
dial of your phone. This will not prevent receiving 
incoming calls, but will restrict unauthorized per- 
sonnel from dialing outside numbers. 


99. Include cleaning equipment with you—a broom 
or two, a light weight vacuum cleaner, dust cloth, 
wax, glass cleaner, etc. While most shows provide 
daily clean-up service, there are in-between times 
when you may like to hit the high spots, or you may 
need to take care of an accident more quickly than 
you can get hold of a porter. 


100. Make an inventory of everything in your ex- 
hibit. Add items procured during the show. Check 
them off as you repack to make sure you will be 
missing nothing at your next set-up. 


101. A tool chest is another “must.” It should carry 
saws, hammers, screw drivers, nail pullers, steel 
rules, flashlights, wire, rope, string, chalk, nail and 
screw assortments, adhesives. You may use some of 
these items rarely, but when you need one you need 
it badly. 


102. Make your tool chest sturdy enough to ship by 
itself without a crate. 


103. Paint all of your tools and equipment a dis- 
tinctive, bright color. This will help you find a tool 
that someone has put down on a crate top or in a 
pile of debris. In addition, a distinctively-painted 
tool is more likely to be returned after borrowing. 


104. A fire extinguisher is a handy item. People are 
careless with cigaret butts at shows, and one is fre- 
quently dropped in a wastebasket full of paper. The 
new spray can extinguishers are easy to handle and 
transport. 


105. Be sure you have enough spare lamp bulbs or 
fluorescent tubes. The exhibit builder will probably 
supply some spares when the exhibit is first shipped, 
but don’t forget to get another spare when you dip 
into this supply. Otherwise, one day you may reach 
for a spare and find the cupboard bare. q4 





Any picture becomes memorable when printed on BECKETT 
HI-WHITE. This extraordinary paper gives an impression of 


dramatic, startling brightness. It does more than accentuate 


white areas; it imparts extra sharpness to type, produces an effect 


of deeper tone to black and to colors. The sheet has a roseate 
undertone, producing — for the first time in a printing 
paper —the effect of whiteness with warmth. 


Please turn the page for further details. 





... the fourth anniversary of the newest grade 
in our line, BECKETT HI-WHITE. Four 
years ago, following a long period of research 
and development in our laboratories, we intro- 
duced this deluxe paper to the trade. Its en- 
thusiastic acceptance has exceeded our most 
optimistic estimates. In this relatively short 
time, Beckett Hi-White has maintained the 
leadership in its field, has become firmly es- 
tablished as one of our most popular grades. 

Your printing is sure to be remembered 
when you specify Beckett Hi-White and its 
companion cover stock, Hi-White Buckeye. 
Your nearby Beckett distributor will be pleased 


to furnish you complete samples. 


BECKETT 


PAPER COMPANY 


Makers of Good Papers in Hamilton, Ohio Since 1848 


This is BECKETT HI-WHITE, Coral finish, 100 Ib. 





Alex Dreier 
NBC’‘s ‘’Man on the Go” 


SALUTE 
TO THE @ 


i 


EXHIBIT 


INDUSTRY 


By Alex Dreier 


There’s a new kind of show on the 
American industrial scene a pro- 
duction with all the glamor and 
beauty and sometimes even the sus- 
pense of a Broadway hit. It features 
an endless variety of exhibits and 
displays from gimmicks to gags to 
girls. And if you want to be an ex- 
hibitor and have an idea, why, name 
it and they will find it, buy it, build 
it, or rent it. No request is too big 
or too small for the exhibits and 
display specialists, who can assem- 
ble 100 thousand pink pins on a 
moment’s notice or trot in an Indian 
elephant, if you think it might be a 
better attention getter 

Now this business of displaying 
and exhibiting goods is a relatively 
new one which didn't really come 
into its own until just after World 
War II, but already it has grown to 
gargantuan proportions. Today, the 
exhibit is the thing — a major ad- 
vertising medium that moves goods 
and affects the expenditure of mil- 
lions of dollars that otherwise might 
stay nestled snug and warm in the 
pockets of buyers. 


> Not too long ago, the exhibit or 
display was considered a sort of 
necessary evil. You were participat- 
ing in a show, so you had to show 
something. If you were an average 
businessman or industrialist, your 
This article is adapted from a talk given 
the day before the opening of the New 
York meeting of the Exhibitors Advisory 
Council. It was sponsored on NBC’s “Mon- 
itor’ by North American Van Lines. For 
AR‘’s report on EAC, see Editor's Note- 
book, page 6. 


exhibit consisted of a set of tired 
looking drapes, a table, a couple of 
chairs, a sign with the company’s 
name hurriedly lettered by the 
over-worked exposition sign paint- 
er, and a whole raft of pamphlets 
that nobody read. 

In contrast, today’s exhibit may 
be a line of chorus girls, a replica of 
the Notre Dame Cathedral in Paris, 
or a mechanical robot proving that 
you can slam a car door 10,000 
times without damaging its paint. 


> No one can say exactly how or 
why the exhibit business grew, but 
like Topsy, it just did. Perhaps new 
methods, new ideas, a fresh ap- 
proach, contributed to the growth. 
And certainly the bright-eyed idea 
man behind the displays had much 
to do with it. But whatever the rea- 
son, today’s exhibitor has a wide 
variety of choice in the kind of ex- 
hibit he thinks will best serve his 
basic purpose which is to move 
his goods as expeditiously as pos- 
sible. 

Today’s exhibitor is in show busi- 
ness. He’s got a product to sell and 
a story to tell and his exhibit does 
both for him. He has at his finger- 
tips a bewildering array of devices 
ranging from animation, special 
lighting, audio and visual aids to 
live presentations, special demon- 
stration units, and even closed cir- 
cuit television and radio. 

Show business savvy is at a pre- 
mium in this rather unique field and 
idea men are the generals in the as- 
sault against suspicion or buyer re- 
sistance. 


> The great Brussels Universal Ex- 
hibition of 1958 finds the United 


States and Soviet Russia and 50 
other nations putting their best foot 
forward in the first world’s fair 
since New York’s great 1939 shows. 

Old timers will remember the 
1933 Chicago Fair and the St. Louis 
Exposition of 1904 and the Colum- 
bian Exposition of 1893. Paris, of 
course, will never forget its World 
Exhibition of 1889 it's got the 
Eiffel Tower still towering there as 
a real eyeful. Brussels has its 360- 
feet-high Atomium representing 
the atomic structure of an iron crys- 
tal magnified 150 billion times. 

Now in this country over 
4,000 major recognized trade and 
industrial shows are held each year, 
in addition to the innumerable state 
and county fairs, home shows, 
sports and boating shows, livestock 
and garden and horse and dog 
shows. You name it the list is 
from here to eternity! 


> But the shows Mr. and Mrs. Pub- 
lic rarely get to see are the huge 
exhibitions staged by manufacturers 
for the prospective buyers of their 
products products that may be 
used to make other products, or sold 
at retail. These are the industrial 
bazaars of today. They often fill 
vast building like the New York 
Coliseum or the Chicago Amphi- 
theatre or the San Francisco Cow 
Palace. 

The field divides itself into three 
groups, and each has its own associ- 
ation of specialists. The first group, 
the exhibitors, has the Exhibitors 
Advisory Council. 

Next come the members of the 
Exhibit 


Assn., 


Producers and Designers 
firms that plan and _ build 


what goes into the booths. In fact, a 
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successful display builder must be a 
combination of architect, engineer, 
carpenter, machinist, electrician, ad 
man, artist, and packaging expert. 

The third factor in _ industrial 
shows is the Natl. Assn. of Exhibit 
Managers the men who make all 
arrangements at the convention, sell 
the booth spaces, see that every- 
thing goes smoothly. 


> One manufacturer of textile chem- 
icals that were used primarily by 
silk manufacturers figured he had a 
pretty dry subject to work with. 
But the exhibit specialist handed 
him a prize winner that kept the 
buyers gasping, gawking, and, in- 
cidentally, buying. The exhibit fea- 
tured several glass cases filled with 
squiggling, squirming silk worms 
specially imported for the show. 
An electrical manufacturer 
wanted to demonstrate the dust- 
proof qualities of his motors. His 
display builder put a motor in a 
plastic half-filled with 
dust and grit. The hour glass turned 
over and over, constantly dumping 
the dust on the motor, which kept 
right on running a convincing 


hourglass 


Outer Space Energy 
Activates Exhibit 


Not spirits from another world, 
but energy from outer space is re- 
ceiving credit for one of the stran- 
gest-acting exhibits seen lately. 

Set up in the store window of 
Weitz television, camera and ap- 
pliance store, Chicago, the solar en- 
ergy exhibit attracts plenty of atten- 
tion when model airplane propellors 
whirl, radios play and a satellite 
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demonstration, wouldn’t you say? 

And so it goes. The game is in- 
deed a fascinating one. Find the 
idea, the gimmick that will attract 
the largest number of people for the 
longest period of time. It’s a chal- 
lenging proposition, and one that 
never fails to intrigue the men who 
wrestle with it. 


» The real business of putting on a 
good exhibit starts months in ad- 
vance of the show. First comes the 
idea: what to show and how to show 
it. And then the show, which holds 
all the glamor and excitement of an 
opening night for the men who man 
the booths. 

Right now the exhibit and display 
people are not only planning their 
shows for the last half of this year, 
but for 1959, 1960 — and even as far 
ahead as 1965. 

This is the field for the man with 
the unbridled imagination — who 
knows people and knows what they 
are interested in. And perhaps it is 
because people are such an integral 
part of the success or failure of this 
specialty that it is such a challeng- 
ing and interesting field. 44 


circles a globe, all powered by ap- 
parently nothing more than a lamp. 

Viewer-participation is encour- 
aged by having onlookers press a 
special foil on the window. Touch- 
ing this foil, which is linked by wire 
to display lamps, completes the cir- 
cuit. When the lamps turn on, their 
light activates the exhibit through 
silicon solar cells which transform 
light energy into electrical power. 

The exhibit is provided on a ro- 
tating basis to dealers and distribu- 


Mystery Motion 

Solar energy exhibit 
boosts store traffic 
when display is 
strangely activated 
by apparently nothing 
more than lamp 

light. 


tors of Hoffman Electronics Corp., 
Semiconductor Div., Evanston, Ill. 
Pioneer developers of silicon solar 
cells, Hoffman reports its innovation 
is being used to power the transistor 
radio in the Vanguard space satel- 
lite now circling the earth. 44 


Pre-Built Exhibit Booths 
Shown in New Folders 


If your exhibiting plans do not 
require a custom-built booth, there 
is a variety of pre-built displays 
from which to choose. The follow- 
ing companies are offering 
illustrated literature. 


new, 


Functional 
Display Line 


Information on a 
line of “preplanned 
modular exhibits” 
is available in an illustrated folder 
from Functional Display Inc. 

All highly styled contemporary 
displays, the units in this line are 
of permanent construction in a va- 
riety of materials and all fit the 
standard 10x8' booth space. 

Prices of the display models shown 
in the folder range from $601 to 
$681. 


. for more details circle 925, page 137 


Self-Contained 


Four styles of port- 
Jenter Line 


able, self-contained 
display exhibits are 
illustrated in a folder from Jenter 
Exhibits Inc. 

Among the styles detailed is the 
“Self Pack” which is a complete ex- 
hibit needing only to be unlocked, 
swung open, and plugged in; the 
“Minit Pack,” an all purpose, table- 
top display, the “Vari Pack” for 
sales conferences, showrooms, etc.: 
and the “Hotel Pack” for presenta- 
tions, meetings, and 
shows. 


small room 


Prices for these units shown in 
the Jenter folder range from $155 
to $675. 


- for more details circle 926, page 137 


Fiberglas Plastic Panels 
Offer Exhibit Variety 


A new possibility for decorative 
but practical exhibit material is the 
use of fiberglas reinforced plastic 
panels. 

A relatively new building ma- 
terial, the panels are available in 
either flat or corrugated styles and 
in more than a dozen 
colors. 

The material is shatterproof, 
weather-proof and easy to use. 

Additional information is avail- 
able from Filon Plastics Corp., 2051 
E. Maple Av., El Segundo, Cal. 44 


decorator 





Subtle Sign Design 


. . » Signs at Eastland must be designed with- 
in regulations adopted by the shopping center planners. Aim 


“see Pel cgetine 


is to preserve unity of area, aid shoppers to find desired stores 
and to prevent fighting for attention 


Subtle Shopping Center Signs 


Prove Effective at Eastland 


A study of shopping center users conducted by the 


planners of Eastland, one of the country’s largest 


centers, led to some guiding principles in sign design. 


By Haviland F. Reves 


Instantaneous and _ sales-inducing 
identification leading the prospec- 
tive customer toward the point-of- 
purchase is the objective for good 
store signs. The fast-expanding use 
of name-signs, particularly of the 
cutout metal letter type, by firms of 
all types, many not even dealing 
directly with the public, provides 
good evidence of the growing signif- 
icance of adequate identification— 
and at the same time creates the 
added problem of increased compet- 
ition between signs. 


> One type of answer is found in the 
free exercise of imagination, inge- 
nuity, and expenditure to create 
ever more striking effects that will 
demand the beholder’s attention. 
This tendency reaches its amazing 
zenith in the conflicting galaxy of 
signs in the Times Square area in 


New York, but is found more typi- 
cally today in the large-to-middling 
new shopping centers from coast to 
coast. Here the array of signs may 
become bewildering, and the net 
effect is often to cancel out much of 
the advertising impact of the indi- 
vidual signs, however brilliant in 
conception and execution. 

The other kind of answer is found 
in the self-restraint exercised in a 
planned, integrated shopping center. 
Here the architecture, the types of 
stores found in the center, and the 
external advertising through signs 
together present a total effect of 
balance which is not only pleasing 
in itself, but also appears to create 
desirable 
vertising 


merchandising—and _ ad- 
results. 


» An outstanding pioneer in this 
area was Northland Center, Detroit, 
developed by the J. L. Hudson Co. 


department store, and opened in 


1954, with 101 stores, the world’s 
largest shopping center. Careful 
control of identification material on 
store exteriors was 
Victor 
architects and 
center. 


exercised 


through Gruen Associates, 


engineers for the 


This policy aroused keen interest 
among advertising people. There 
were many discussions, but the es- 
tablished rules were followed. Then, 
in 1957, the slightly smaller com- 
panion Eastland Center was opened. 
The same rules were simply trans- 
ferred to Eastland experience 
had shown that they were sound 
and could be worked out in prac- 
tice. And the very best proof of 
their acceptance by advertising 
managers who know the facts is the 
high percentage of Northland mer- 
chants who were eager to enroll as 
Eastland tenants. 


» Eastland has 73 stores, including 
a Hudson store slightly larger than 
the one at Northland and a second 
department store, B. Siegel Co. Its 
size may be suggested over 1,- 
000,000 square feet of rentable area, 
cost over $25 million, parking lots 
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for 8,300 cars, staff of 80 for the 
center alone, about 4,000 employes 
in all units, area 105 acres (75 for 
parking). 
The philosophy of effective re- 
strained signing was expressed by 
Raymond Brinker, chief architect 
for Gruen — “As _ specialists in 
shopping centers, we have a good 
insight into the value of signs. 
While there are usually aesthetic 
Abuntence of vieity reasons involved, the store front 
and constructive “- 
imagination does have a definite selling potential 
characterize those which should be utilized to the 
born under the sign maximum. We do not feel that size 
oF hae. Vas sae is everything. Making the center a 
money, attract the 
good things of this | success depends largely on the de- 


earth and benefit signs of the store fronts and the 
others. You ov signs.” 

nfidence, and few . . , 
— Signs in these centers are not in- 
question your | 


: authority. | tended primarily to bring people in 
LEO . . July 23 - August 23 off the highway — in most cases 
they are not really legible until one 
is already in the parking lots which 
surround them—courts and malls, 
Want to attract more of the good things of this earth . . includ- liberally decorated by plantings and 
: io = : sculpture, characterize these cen- 
ing good customers? Then another Sign to remember is re 
TEXLITE. Designed with skill and constructive imagination, 
they command attention and kindle confidence. TEXLITE signs 
can be your hardest working, lowest cost sales builders. 


“Where you have a cluster group 
with stores facing one another on 
the mall, people driving by on the 
Whether porcelain enamel, plastic or any combination of the highway are drawn in almost en- 
two will serve you best.. TEXLITE engineers every sign for | tirely by the total peeremee ” 

est 7 . k 4 ; 160.000 s creates, and by shopping habits, 
a longer life at less cost for upkeep. A modern 160, square according to Richard Jennings, who 
foot plant and 400 expert sign craftsmen are ready to fill your was head of the Graphics Depart- 
every sign need ..from 10 to 10,000 of TEXLITE’s guaranteed ment (in charge of sign approval) 
sales and money makers. | for Gruen, and now heads his own 
studio in Birmingham, Mich. “No 
one specific tenant, by virtue of ad- 
Another Quality Sign by Texlite vertising, is going to draw a large 
20-page, beautiful full color sign brochure is yours amount of traffic in off the high- 

| way. 

on request, on your company letterhead. : 


> This practical application of shop- 
ping habits is confirmed by Mr. 
Brinker, who says that “the indi- 
vidual sign will not attract the cas- 
BUILDERS OF QUALITY SIGNS SINCE 1879 ual passerby in from the road. But 
once within the center, the tendency 
is to seek a parking area as near 
the building cluster as possible 
not necessarily near to the individ- 
ual store. Most people come to the 
center for general shopping, not to 
go to a specific store (except Hud- 
son’s, of course).” 


3307 Manor Way «+ Dailas, Texas 
Offices in Principal Cities 


i . This analysis of shopping center 
than any other publication. patron habits places the key em- 
if you sell advertising phasis accordingly upon adequate 

REACHES . individual store identification with- 
services, materials and in the center, and gives free scope 

‘ to creative design within the limi- 
MORE equipment to or through tations imposed. These restrictions 
ADVERTISING agencies, your ad in AR | and some of the reasons for them, 


working to the merchants’ advan- 


AGENCIES will reach the top in : eats, dial hes enleatand: 
response. 


1. No sign may project more than 
one foot beyond the glass line. Thus 
all are parallel to the line of the 
A D V E R T I S I N G R E OQ U I R E M E N T S building fronts. Greater uniformity 
ee of sign placement resulted in a 

66 + GRP - September 1958 





more pleasing total appearance. 
Further, no individual merchant is 
able to take undue advantage in 
competing for the eye of the pedes- 
trian by means of stickout type 
signs. 


2. No individual letter or figure 
may exceed 4 in height. (Length 
was limited only by the available 
surface area.) A_ substantial per- 
centage of tenants tended to ap- 
proach this maximum, so that there 
is a tendency toward uniformity in 
size—desirable both for appearance 
and for more even competitive 
status between stores. 


3. No animated or blinking signs 
of any type may be used. These un- 
doubtedly do demand attention, and 
any single merchant employing one 
would have a distinct competitive 
advantage. The whole objective of 
the integrated center is to create a 
total merchandising impact upon the 
visitor, which may best be spread 
relatively evenly among _ several 
stores—not to concentrate business 
at a single unit. 


4. Signs must be beneath the cano- 
pies, which are at 14 foot height and 
are 14 feet wide. Principal reasons 
are: 

a. A free-for-all display of roof or 
canopy top signs would simply be 
destructive of the center’s basic 
merchandising and_ architectural 
unity, negating the whole planned 
effect in a confusion of competing 
bids for attention. 

b. Because these stores depend im- 
mediately upon people coming to 
them on foot from the parking lots, 
any sign above the canopy would 
simply be invisible—and defeat its 
own purpose. 

c. The signs are protected from the 
weather, and more refined designs 
with less complicated installations 
are possible. They are much less 
subject to the problems encountered 
in normal exterior signs, such as 
corrosion, fogging, arcing, ground- 
ing, and blinking. 

d. Neon signs exposed to dampness 
must be placed a minimum of their 
own diameter from any surrounding 
metal. This means that the smallest 
channel would be about 2” wide, 
but the signs under the canopy may 
be 114”, allowing much greater 
scope in design possibilities. 

e. Less cumbersome signs could be 
designed, as the transformer could 
be concealed right back of the sign 
inside the building, with a lead out 
through the wall. Many neon instal- 
lations require a transformer within 
8’ of the sign to reduce the possibil- 
ity of shorting—and on a typical 
roof sign it may be placed in an un- 
desirable position adjacent to the 
sign itself. 


Ph Pde 


ate 


Z-207 


You'll get more signs up . . . because you'll enjoy all 
the advantages of simplified Pressure Sensitive Appli- 


cation .. . PLUS the permanence of a true decal sign! 


The list of leading national and regional PO.P. 
advertisers who have switched to Meyercord 
Pressure Sensitive Decal Signs grows constantly. 
More and more advertisers are coming to appre- 
ciate the speed and simplicity of Pressure Sensi- 
tive Application, combined with all the brilliance 
and, permanence of a true Meyercord Decal. No 
water is needed for this rapid, easy application 

. just peel off the backing paper, apply and 
squeegee. It’s a fact proved over and over that 
far more signs go up... because you'll have the 
fullest cooperation of routemen, salesmen and 


field crews. Any size or colors, including full 
color halftones. 


We'll gladly send you samples and full information 


about Pressure Sensitive Decal Signs... write! 


the MEYERCORD co. 


5323 West Lake Street, Chicago 44, Illinois 


September 1958 + ao * 67 





‘a 


ONLY 


Ut ee 
Cr Tee UL 


TAG 


PROGRAM 


if just getting any kind of tag is your 
objective, then anybody in the tag business 
can Satisfy you. But ponder this—today’s mer- 
chandising picture requires your tag to do a 
big job... of stopping, of selling and of keep- 
ing consumers sold. To make your tag most 
effective it needs this combination of plus 
benetits that only Rothchild gives to you 
AT NO EXTRA COST! 


e analysis of your present tag usage and 
specific recommendations for improved 
tag program 


e color counsel from Faber Birren, Amer- 
ica’s leading color expert. 


e facts from continuing research studies 
indicate trends (see coupon below). 


e new surface textures for capturing visual 
appeal—Metl-Glo inks, Shimmerglo foils, 
Day-Glo and other specialty effects. 


e stock backgrounds to give you two color 
tags for a trifle more than cost of 1 color. 


e award winning art and copy departments. 


e over a half century of experience in pro- 
ducing tags that sell your products. 


FILL IN COUPON NOW! GET FREE PROOF! 


(ee eee ee ee eee eS eS eS Se SSeS SSeS See eee 


TAG & LABEL DIVISION 

ROTHCHILD PRINTING COMPANY, 

52 East 19 ST., N. ¥. 3 

(—) Send TAG SAMPLER =_[- Send ‘‘TIPS on TAGS’ 


[) Send ‘‘The Use of Tags in Seals of Approval 
and Third Party Endorsements” 


(_} Send METL-GLO metallic ink chart 


[} Send the ‘‘MODERN TAG,"’ an analysis by 
Faber Birren, outstanding colorist 


() Send Birren color analysis on tags enclosed. 
Also quotation on M 


[] Send estimate on enclosed tags, as is, on 
M 


{_] Send Representative to discuss a tag program 


Name 
Company 
Address 


City State 
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f. Painting and other maintenance 
costs are considerably reduced by 
the protected position under the 
canopy. 


» No restrictions were placed on the 
color, material, or intensity of light- 
ing. In a couple of instances, store 
signs have somewhat subdued in- 
tensity because the tenants were 
not selected until the store design 
had been completed—and the ten- 
ants then did not elect to go to the 
expense of rewiring to provide ad- 
ditional power for their special sign 
requirements. This was only a minor 
problem. 

The general procedure was for 
the architect working on a specific 
store to submit his drawings and 
design to Gruen—who served as in- 
dividual architect for the tenant 
stores in only a limited number of 
cases. The plans were then carefully 
checked against the lease require- 
ments and approved or returned for 
correction as needed. 

Individually-operated stores 
found they had an advantage in 
flexibility of design when 
to identification in these 
Distinctive and pleasing 
were commonly worked 
them by the Gruen organization, 
which, according to Mr. Brinker, 
“sought to achieve originality in the 
signs. The great majority of indi- 
vidual tenants were willing to go 
along, achieving freshness and 
something different in typeface.” In 
some instances cost proved a con- 
trolling factor, with stores selecting 
the sign company’s standard block 
letters for this reason. 


it came 
centers. 
designs 
out for 


> In working with an independent 
merchant, says Mr. Brinker, “we 
discuss his merchandising and sales 
philosophy with him, how he dresses 
his windows.” Based upon such in- 
formation, a front design, including 
a sign suggestion, was worked out. 
This was not obligatory upon the 
tenant, and sometimes two or three 
tries were necessary. He adds, “nor- 
mally the sign plays a very 
portant part in this design.” 

Chain stores, on the other hand, 
usually had a prototype sign to work 
with, and it was necessary to adapt 
this to come within the established 
restrictions. A few strongly resisted 
the 4’ height restriction, for instance, 
at the start. Proportioning of the 
sign to the front, orientation, and 
types of letters were usually dic- 
tated by the chain prototype. In 
general these designs were less flex- 
ible, and Mr. Brinker said: 

“Where we have been successful 
in introducing an _ individual or 
novel type sign, it has been effec- 
tive in catching the public’s fancy. 


im- 


They are more inclined to remem- 
ber it than some of the older type- 
faces. We have felt the small addi- 
tional cost worth while.” 


> At Eastland, as at Northland, only 
Kroger and a few other tenants 
have taken advantage of the full 4’ 
size, after the advantages of proper- 
ly designed signs which might prove 
smaller were studied. 

The case of Cunningham, largest 
drug chain in Detroit, is especially 
interesting. At Northland they in- 
sisted upon a corner location, where 
the sign would be visible from the 
highway. This is designed for maxi- 
mum legibility—full height, front- 
lighted neon, with channel lettering, 
and stroke on the letters about 6”. 
But when they entered Eastland, 
they decided upon a store facing the 
inner mall rather than the highway, 
and a smaller sign facing this in- 
terior area—a clear recognition of 
dependence primarily upon internal 
center traffic rather than highway 
patronage. 

Eastland has a perimeter road 
circling the parking areas, and ten- 
ants generally sought maximum vis- 
ibility in signs facing it and the 
parking lots. Signs within the malls, 
which dominate the shopping area 
in fact, tend to be smaller and less 
demanding of attention than those 
facing the parking lots—though the 
architects incidentally doubt wheth- 
er the larger external signs are as 
essential as the individual mer- 
chants seemed to think. Sight dis- 
tances for pedestrians within the 
malls are reduced—the large central 
mall at Eastland is about 400 x 90’ 
and people tend to circulate within 
them rather like a_ self-contained 
shopping community—so that the 
smaller signs, with distinctive de- 
sign, can do a more effective job 
more subtly. 

Says Mr. Brinker, “We feel that 
in many cases signs that have gone 
to the maximum height limitations 
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Here are 17 materials 


All are self-adhesive. 

Fasson has them all in stock. 

You only want one. 

The right one. 

Some are resplendent. 

Others are economical and work-a-day. 
One is right for your purpose. 

See and test them all. Send for 17. 


Fasson Products 


Dept. AY * 259 Chester St. * Painesville, Ohio 
ELmwood 2-4444 


an Avery company 


September 1958 + aD * 69 





How 10 Get FREE 
PREFERRED SPACE WITH 

] AN ADVERTISING MEDIUM 
OF MAXIMUM IMPACT! 


\ 


Get the full story of the longest-lasting, 
hardest-hitting point-of-sale material your 
money can buy .. . send for Hollywood 
Banner's new illustrated brochure. Valuable, 


fascinating, free . . . Write right now to: 


HOLLYWOOD 
Cena 8 


116 East 32nd Street * New York 16, NW. Y. 
Telephone: OR 9-4790 


SALES ROCKET AHEAD 
with the new PERFO 
PEG-TUBE Displays 


Tubes perforated at |" centers, like 
perforated board, make many new, 
exciting, creative, practical 
saving displays 


READ ABOUT PEG-1UBE PAGE 
56, JULY AR. 


Inquiries invited from Display Designers, 
MFGRS., Agencies and Quantity Users. 


manufactured only by 


A. L. LIND COMPANY 
5036 THOMAS AVE. SOUTH 
MINNEAPOLIS 10, MINN. 


tre ic ma ely 
SANTA CLAUS CUTOUTS 


CONTINENTAL LITHOGRAPHERS, INC. 
yee ae tis | ee ee oe 


ENAMELED BE ANKS 


*Tackers ®Real Estate °¢ Traffic Control 
®Circles * License Plate ¢ Steel * Aluminum 
©32 Ga.to 14 Ga. @All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


725 PHILLIPS AVENUE, TOLEDO 12, OHIO 


space 
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are overpowering in relation to the 
design of the front—and as archi- 
tects we don’t feel they add very 
much from the advertising point of 
view.” 


>» Small eye-level signs were intro- 
duced wherever possible—especial- 
ly effective for this walking traffic. 
All entrances are recessed, usually 
providing a surface for such a sign 

preferably of plain stainless steel 
or aluminum, against the tile or 
brick. In some cases, stores added 
gold or silver leaf on the glass doors 
or windows. 

The major sign jobs were de- 
signed to utilize a typeface suitable 
to the character of the business, and 
an appropriate symbol or ornamen- 
tation—an area where architectural 
skill is important. Thus the AAA 
Bird Store has small bird cages 
mounted over the letters AAA. 
Emile’s Beauty Salon has a style 
designed to be chic and character- 
istic or suggestive of a quality salon. 
Lettering for Tall Girls Shop is elon- 
gated to suggest the store theme. 

The Tie Rak has an unusual sign 
in the form of a hanging tie, mounted 
in a sort of white plastic shadow 
box which conceals the fluorescent 
tubes. Barna-Bee’s has clowns next 
to the sign, typifying their specialty, 
children’s wear, with the cutout fig- 
ures mounted in recessed circular 
panels covered with white plastic, 
and back-lighted for a silhouette ef- 
fect. 

Maxwell’s Toys in a sense has 
made the whole front a sign, having 
porcelain panels, some recessed to 
give the illusion of large piled-up 
children’s blocks in a tridimensional 
effect. This is not a switch on the 
restrictions, since these are really 
decorative panels cleverly using 
these instead of the tile, brick or 
other building material. “It is a 
front everyone remembers,” Mr. 
Brinker comments. “From a sales 


Prize 
Most 


in the annual 
Contest were 


these three. 
to Electrical 


Portland, Ore. 


Restaurant; 


Products 


angle this is most important. The 
sign Maxwell’s may mean nothing— 
but the kids remember those 
blocks.” 


> In the concourse area at Eastland, 
housing the public toilets, center 
offices, and service type stores 
(such as postoffice, barber and 
beauty shops, and travel agency), 
Gruen suggested non-illuminated 
signs—because of the small space 
available and the position, leading 
off a corridor 16’ wide by 10’ high. 
Stores in this section accordingly 
use painted wood or metal signs, or 
surface-mounted cutout letters. 

Vinyl awnings with a 6’ vertical 
drop from the outside of the cano- 
pies are used wherever there is a 
sun problem. Store names _ are 
painted in grey in an oval area on 
the awnings, all in the same size 
and type. The awnings of course 
conceal the store signs from people 
outside the canopy area, but there 
has not been a single complaint, and 
merchants tend to leave the retract- 
able awnings down, whether needed 
or not. The awning sign incidental- 
ly is more visible on a sunny day 
than the sign in shadow under the 
canopy. The full value of illumi- 
nated signs, of course, 
night. 


comes at 


> The level of illumination in the 
courts and malls is purposely kept 
low, so that the store fronts them- 
selves, mostly all clear glass, create 
a terrific selling impact, well sup- 
ported by the illuminated signs un- 
der the canopies. 

There are two exceptions to the 
sign position rule—the Siegel de- 
partment store and the Stouffer res- 
taurant at Eastland (together with 
the Stouffer unit at Northland). 
Here the signs are placed up at the 
second floor level—purposely to at- 
tract attention from the highway, 
since these two special units serve 


Winning Signs 
effective 


signs entered 


Wagner Photo 
judged to be 
First award went 


Corp., 
for Tik Tok 


second to North- 


land Sign Co., Detroit, for the 
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third to 
Lansing, 
Shop-Rite 
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a print On Kodak Ektacolor Pape r 


Photography hy RICHARD BEATTIE 
Primary Communication —alway Ss quickest through 


now is made even more effective by the flexibility and control inherent 


the eve 


in the Kodak negative-positive concept of color photography. Prints, transparenci 
black-and-whites 


even 


] 


sktacoltor 


can be made from the same negative. Prints made on Kodak 
Paper are of particular interest to art directors for they reproduce magnificent 
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EASTMAN KODAK COMPANY 





Rochester 4, N. Y. 


Ctickin’ 


sith LT 


eS 


IDEA NO 


Ham Can Be Beautiful... 


‘glamorize”’ 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Cause for applause! 


ee | 


P.O.P. ideas 


Featuring the World’s Most 


Versatile Self-Sticking Adhesive! 


IDEA NO. 138 


Flyin’ High with VINYL-STIK 


Ohio's private pilots now get recog- 
nition for safe flying with this 
‘Flying Green Cross” emblem 
developed by C. EB. A. Brown, Chief 
of Ohio Division of Aviation. 
Mounted on the plane’s door or 
window, it shows accident-free mile- 
age by the colored star inset 
Weather-resistance was a “must” 
so Brent Brown. prexy of Brown 
& Gaze. Ine.. Cleveland, silk- 
screened ’em on weatherproof 
Vinsl-Stik. Goes on easy with a 
peel-an’-press stays on tight 
thru wind, snow, rain, or heat. 


Youll rate applause from deal- 
ers. salesmen, customers—by 
using Kleen-Stik in) vour next 
display. See your regular printer, 
lithographer. or silk screener for 
a whole “cook-book” full of sales 
recipes! 


137 


when it’s Hostess Ham, that is! 
As part of a recent promotion to 
their product, famous 
Chicago packer Swift & Company 
cooked up” this tasty P.O.P. dis- 
play to hold a pad of appetizing 
ham recipes. Handsomely printed 
in four colors on bright Silver Foil 
Kleen-Stik. it’s casy for retailer or 
salesman to put up with a quick 
peel-and-press on walls, showcases, 
ete., in stores everywhere. The de- 
luxe design and artwork were done 
vithin the Swift) organization. 
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KLEEN-STIK Products, Inc. 


Pioneers in Pressure-Sensitives 
Tae he a ee | 


7300 W. Wilson Ave. ® Chicago 31, Ill. 
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as strong traffic-pullers for the cen- 
ter as a whole. 

Even more significant is the total 
absence of sign identification on 
both Hudson stores. These are in 
separate buildings of about 476,000 
square feet each. Hudson's is the 
owner and developer of the centers 

but no outside sign mentions it. A 
stranger to the city might wonde) 
whose stores they are! Signs have 
been designed and considered, but 
none has been found acceptable. 
The reasons may be partly esthetic 

the difficulty of designing a sign 
of suitable size that would be prop- 
erly legible, not out of proportion 
to the building and tenant stores, 
and within the high standards of 
good taste established. 

Advertising-wise, everyone who 
gets around Detroit soon learns that 
the huge store at the heart of East- 
land or Northland is Hudson’s—and 
a sign might just seem superfluous 
As Mr. Jennings put it: 

“The whole concept of a shopping 
center is that it is a group, with a 
principal 


tenant and_ subordinate 


Take 
another... 


Hudson Picnic Posters . 


Pulp and Paper Corp. is following it up with new cartoon posters based on 


After starting an 


tenants. But if the principal tenant 
advertises himself over and above 
the subordinate tenants, the very 
idea of the center is destroyed. 

“These centers should be known 
primarily as Eastland and North- 
land, not as Hudson’s. 

“Hudson’s relies on the tenants 
as much to get the traffic as the 
other tenants rely on Hudson's. So 
it is not necessary to have any 
special signing on Hudson's.” 


> The apparently rigid restrictions 
on identification by have 
worked out satisfactorily for some 
four years now at Northland, as 
evidenced by their acceptance at 
Eastland. Adequate room for indi- 
viduality and creative design is left. 
A unified format is provided for the 
center that serves to further inte- 


signs 


grate as a focal shopping point for 
the region it serves. The restrictions 
upon sign use are in fact compara- 
ble to the beneficial restrictions of 
format commonly imposed in other 
media—as in a well-edited magazine 
or a well-planned tv program qq 


utdoor ad campaign last winter, Hudson 


picnic-time 


theme New series uses key markets in 12 mid-western states 


Color TV Counter Display 
Demonstrates Tuning Ease 


A new counter display that en- 
ables customers to see for them- 
selves how simple it is to tune a 
color tv receiver has been produced 
for RCA Victor tv dealers. 

The multicolor “Do-It-Yourself” 
display back-lighted 
color tv transparency arrangement 
that operates like a color tv picture 

Simple to operate, the demonstra- 
tor enables customers to see what 
happens when an actual RCA Victo 
color tv set is tuned. The picture 
goes from black-and-white to colo1 
when the color knob is turned. The 
correct shading adjustments are 
then made by the tint knob. 


contains a 


When the unit is not being used 
to demonstrate tuning, it can be 
converted into a flasher display with 
the transparency set in a picture 
of one of the newest RCA Victo: 
color models flashing from black- 
and-white to full color. 44 


Versatile Transparency 


Featured in New Stickers 

A transparent, adhesive-backed 
plastic film for signs and label use 
has been introduced by Minnesota 
Mining and Mfg. Co. 

Called No. 639 Transparent 
“Scotcheal,” the new film is flexible 
and very versatile in its printing 
applications. It can be printed by 
letterpress, offset or screen process 





Transparent “‘Scotchcal” . . . New plas- 
tic film from 3M is self-adhesive, flexi- 
ble, and can be printed by offset, let- 
terpress or screen process straight or 
reverse. 


and after the pressure-sensitive 
item is applied, the film’s trans- 
parency gives the copy the effect of 
cut-out letters, eliminating the need 
of matching background colors. It 
can also be reverse printed and 
emblems can be printed so they can 
be applied to either the inside or 
outside of doors. 

Additional information can be ob- 
tained from Minnesota Mining and 
Mfg. Co., 900 Bush St., St. Paul 6, 
Minn. 44 


Changeable Copy Boards 
Discussed in Handbook 


Practical suggestions on _ the 
profitable use of changeable copy 
boards are detailed in a_ helpful 
handbook from Wagner Sign Serv- 
ice Inc. 

Among the chapters covering the 
planning and maintenance of these 
versatile signs are “Planning and 
Writing Copy,” “Proper Spacing,” 
“When Copy Should Be Changed,” 
and “Storage of Letters.” 

Also in the handbook are hun- 
dreds of eye-catching slogans for 
users needing saleable copy. 

Copies are available. 

. for more details circle 904, page 137 


New Poster Annual . Striking cover 
format introduces reader to prize col- 
lection of the country’s best designs in 


the poster and painted display media. 


PRICE BROTHERS, Inc. 
4301 W. Madison St. 
Chicago 24, lil. 


- 


dependable power 
at the 


point of sale... 


SY WEWWOL 


TIMING MOTORS 


PRICE BROTHERS, Inc. 
4301 W. Madison St. 
Chicago 24, lil. 


Effective long-life ‘‘sell”’ in 
these displays is assured by 
precision-built SYNCHRON 
Timing Motors. SY NCHRON 
—the proven name in P.O.P. 
motion—built by Hansen, 
recognized quality leader in 
timing motors and motor- 


driven displays. 


, Fw and CSA approved 


SYNCHRON 30 SYNCHRON 20 


Super Hi-Torque Timing Motor—Ideal for short Hi-Torque Timing Motor —For long term opera- 
term applications operating turntables, display tion of turntables, display wheels, and rotating 
wheels, rotating signs, and easily adapted to any signs. 20 inch 
special type of motion display. 30 inch ounces RPM 
guaranteed torque at | RPM. 


ounces guaranteed torque at | 
Can be adapted to any special type of 
motion display 


a “Workhorse of the Tndustry ® 


HANSEN MANUFACTURING COMPANY 


ESTABLISHED 1907 PRINCETON 11, IND. 


Perron Hansen Representatives The Fromr 

SEE OUR W w Electric Co., Chester, 

CATALOG IN Electric Motor Engineering 
SWEET'S Pee hi Agencie 


OR WRITE FOR COPY 


The Only Publication REGULARLY COVERING 13 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


® Signs and Identification 
Materials 

® Photoengraving and 
Platemaking 

®@ Window and Store 
Displays 

®@ Typography and 
Layout 

®@ Audio and Visual Aids 

®@ Labeling and 
Packaging 


® Radio and TV 
Production 


@ Printing and Binding 
@ Art and Photography 
@ Shows and Exhibits 
® Direct Advertising 

®@ Paper 


® Premiums, Prizes and 
Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 
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CUSTOM-MADE 


Outdoor 
Displays 


IN ANY QUANTITY 


We design and manufacture outdoor and indoor 
display signs made of paper, plastic or cloth... 
from your rough idea or finished art. Here are a 
few of the many types 


BIG LETTER-BANNERS 


AEDES DANS Se 


Give your message extra punch! Let us spell it 
out with big 13’. x 19” heavy-duty cloth letters 
or numerals, and sew on ropes ready to put up. 
Regular or Day-Glo. Can be seen a block away! 


PANEL-PENNANTS 


( / u VE BETTER o ™ 
Kt \ { \ 
\ \ Electrically “. J 


Frame your banner with colorful flag pennants. 
Banner and pennants sewed together on ropes, 
ready to put up 


POSTERS AND STREAMERS 


Let posters and streamers work 
for you on windows, walls, poles; 
in driveway and parking areas. 
We make them in paper, cloth 
or plastic 

or quantity. 


. in any size, color 


FLUORESCENT CUTOUT LETTERS 


Anyone can make a smart cus 
tom-made sign in a jiffy with 
these neon-bright paper cut- 
out letters. Two sizes: 9” (in 5 
colors) and 20” (red). Any 
selection of letters and numer- 
als or complete sets. 


CLOTH BANNERS 


Use them over driveways or streets, in parking 
lots, or on building fronts. In bright fluorescent 
or regular colors. Made of heavy drill-cloth, 


PRINTED PENNANTS 


Display your own trademark or message indoors 
or out on printed pennants . . . in plastic, paper 
or cloth. Sewed to rope or tape and ready to 
put up. 


Write for FREE CATALOG 


The Pratt Poster Co. 


ARN 
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Sell-Print Shows Line 
In Illustrated Folder 


Information on currently available 
display and promotional materials 
is included in a folder from Sell- 
Print Inc. 

Included in the folder are illus- 
trations of transparent self-sticking 
acetate streamers, plastic price rails, 
illuminated plastic change trays, 
pressure-sensitive decals, vacuum- 
formed back bar pieces, illuminated 
plastic signs, seasonally-printed 
continuous acetate rolls, acetate lit- 
erature racks, and outdoor 
nated signs. 


illumi- 


Illustrations in the folder are of 
specific applications used success- 
fully by other companies. 

- for more details circle 905, page 137 


Miniature Plant Tour 
Builds Booth Attendance 


Viewers by the flocks were 
achieved by Standard Register Co. 
when it did away with normal ex- 
hibit practices and took its viewers 
on a miniature guided tour through 
its plant via movies and operating 
equipment. 

Aiming to add retentive interest 
to the many steps necessary in the 
production of business forms, the 
exhibit used a collating machine in 
actual operation plus four one-min- 
ute films to act as guides on the ab- 
breviated tour. These films showed 
the processing, checking and sched- 
uling of an incoming order, the part 
played by the composing and plate- 
making facilities, etc. 44 


more ideas for homebuilders 


- —— 


the new kind of FORD 


Outdoor Poster Winners 


. These three posters won the grand awards at the 26th 


national competition of outdoor advertising art, sponsored by the Art Directors Club 


of Chicago. First grand award went to the Chicago Tribune poster 


fro for Foote, Cone & Belding, Jules 
Thompson, AD Arthur Cady, 


Beskin, 
Young & Rubicam, for Four Roses; 


, painted by Ed Ren 
AD. Second was won by artist Ken 


third went to artist 


Scott Johnson, AD George Booth, J. Walter Thompson Co. for Ford Motor Co 
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Now! You can prepare your own visual aids 
on-the-spot as easily as this... 


EXPOSE 


Place original and Ozalid paper to- 


gether. Set timer. Expose. film together. 


DEVELOP 


Process exposed negative and positive 


PEEL APART 


.and you have it...a transpar- 
ency for projection. For translucent 


originals, it’s even simpler! 


New Ozalid Projecto-Printer Kit 


Simple, speedy way to make trans- 
parencies for overhead projection 


There’s no more need to be a_ photographic 
technician in order to prepare your own trans- 
parencies for overhead projection. With Ozalid 
“do-it-yourself”? Projecto- Printer Kit, anyone 
can prepare on-the-spot transparencies from 
visual materials contained in textbooks, manu- 
als, charts... in fact, any printed material. You 
can get dozens of new visual effects and colors, 


ZALID 


A Division of General Aniline 
& Film Corporation 
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inexpensively, in minutes. No darkroom and no 
trays! And this amazing new kit is completely 
portable. 


Ozalid has set up a nationwide network of 
visual aids dealers to assure you of helpful advice 
and fresh materials. For the name and address 
of your nearest dealer, plus informative litera- 
ture, mail coupon below. 


Ozalid, Dept. A-9 
Johnson City, N. Y. 


Please send literature on ‘‘Projecto Printer’ and 
name of nearest dealer. 


Name 
Organization 
Address 
City 


State 





A motion picture is worth its 


investment only if it is doing 
the job for which it was made. 


Here’s a way to measure its 
value. 


Any business operation which 
spends money in order to create 
and merchandise a product must 
analyze the need, intelligently de- 
sign the product to fit that need, and 
then get the product to the eventual 
consumer or user, to actually fill 
the need. 

The big question is, “How well did 
the film do the job for which it was 
designed?” And the answer to that 
question depends squarely on how 
well the film project was thought 
through at the outset, plus how well 
it was made and how efficiently it 
was used. 

There must be a unity of decision 
present in film-making, based on 
some good, hard, clear thinking. 
Otherwise, the finished product is 
no more than a collection of photo- 
graphic and accompanying sounds 

instead of a motion picture that 
“moves” in the sense of logical 
progression, and that moves people 
to learn, or accept, or do what the 
film’s maker intended. 


> Let’s start with producing a film 
— and see if we can’t determine the 
solid bases for the decisions that 
must be made. 

What do we want to know about 


This article has been adapted from “The 
Aperture,” published by the Calvin Co., 
Kansas City, Mo. 


a potential film assignment in order 
to think it through? 

There are three main classes of 
information: 

1. Subject interpretation 
2. Cost 
3. Method of use. 

Each of the three main headings 
covers a good many sub-headings, 
and all of them are pertinent. 

Subject interpretation includes 
not only the basic subject matter of 
the film, but also why it was se- 
lected for filming, and how it is to 
be filmed. It involves answers to the 
questions always asked (theoret- 
ically) at the project’s start. 


1. What is the purpose? 
Why is the film to be made? 


2. What is its intended, or “target” 
audience? 


3. What results are desired? ... or, 
What is the audience reaction sup- 

I 
posed to be? 


4. What existing information does 
the audience already have on this 
subject? . . . or, What 
mind? 


frame of 


5. How is the completed film to be 
used? 

Answering these questions in- 
volves still other points: 


1. Is a motion picture the best 
medium to achieve the desired re- 
sults? 


2. How simple or how complex 
does the picture assignment need to 
be? 


3. What 


cluded? 


MUST be in- 


material 


4. What budget is available? 
Enough? (Or too much?) 


S. What is the minimum produc- 
tion schedule? When must the prints 
be delivered? 


Now the answers to many of these 
questions raise still more questions. 
There are multiple choices available 
to the customer and producer. Many 
of the decisions are relative. 


> “How can the most effective film 
be produced within the limits set?” 
With that guiding question in mind, 
we pick and choose: 

® Direct, simple treatment, or big 
splash? 

@ Synchronous sound, or off-stage 
narration? 

@ Sets on the sound stage, or loca- 
tion shooting? 

® Actual workers, local people or 
professional actors? 

@ Library music or special score? 
Sound effects? 

® Normal treatment, or bright new 
idea? 

® Color, or black-and-white? 

The ability to tie down the an- 
swers to the first two sets of ques- 
tions, and then interpret them in 
terms of the third set of questions, is 
what distinguishes the professional 
producer (inside or outside the 
sponsoring firm) from the film foot- 
age contractor (either inside or out- 
side). 


> In making our choices we all may 
make mistakes. 
more than others. The possible er- 
rors would make up an over-long 
list, but here are some of the prin- 
cipal wrong choices: 


Some may make 


@ Making the production very elab- 
orate, when simple, straightforward 
treatment would have done the job 
(The film made to entertain is not 
always interesting, while the in- 
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NO COMPETITION 


No other competitive ads 
are run with yours. Your 
commercial message is 
one of only four. USE... 


THEATRE SCREEN 
ADVERTISING 


AAPA. 


1032 Carondelet Street 
New Orleans, La. 


Presentation Panels 
12-page bulletin board for 


® Planning sessions 


® Sales meetings 
®@ Employee training 


Panels swing “‘like pages in a giant book’’, 
providing many times the display space of 
an ordinary wall-mounted bulletin § board. 
SHOWN ABOVE: typical pedestal-type unit 
with twelve 22'° x 28°’ steel-framed composi- 
tion-board panels. ALSO AVAILABLE: wall 
and table-top models, many panel sizes, sev- 
eral colors and finishes. Other USES: retail 
displays, Directors’ meetings, conventions, 
lobby exhibits, advertising presentations, 
libraries, etc. Mail coupon for descriptive 
literature and prices. 


MULTIPLEX DISPLAY FIXTURE CO. 
925-935 North 10th St., St. Louis 1, Mo. 
Please send literature on Presentation Panels 


teresting film is always entertain- 
ing). 


e Letting motion picture technique 
run away with the picture. (We can 
live with the first film we see with 
all sorts of fancy lighting and cam- 
era movement and gimmicks, but 
it’s depressing to realize that it'll 
probably start another trend). 


@ Spending less money than the 
film assignment warranted. (Any 
film assignment requires expendi- 
ture of a certain number of dollars, 
or hours of time, to do the minimum 
job whether or not all items are 
actually charged, or buried in 
other activity figures, or ignored as 
charge items). 


e Spending more money than the 
film assignment warranted. (Money 
spent on any particular film may 
reach a point of diminishing return, 
and actual reduction of effectiveness. 
Naturally, this varies with assign- 
ments). 


e Trying to do too much with too 
little. (Every producer does some 
things well, other things less pro- 
fessionally, or poorly. The tempta- 
tion is to tackle film plans beyond 
the producers’ talents or staff or 
facilities). 


@ Failure to fashion and fit the film 
to the total program. (No film stands 
completely alone. It fits in some- 
where on a broad program, and 
should be integrated with that pro- 
gram). 


e Making a motion picture, when 
some less glamorous material or 
method would do the job just as 
well, possibly better. 

So, to sum up, the production 
analysis is of top importance. The 
script plan whether written out 
in full or part, or kept in mind is 
but the blueprint of decisions 
reached through disciplined and ex- 
haustive thinking and _ planning. 
Certainly, the actual production 
process, too, is of prime importance 

it must interpret the script care- 
fully and professionally. And the 
laboratory work must carry the re- 
sults to the screen. 


>» Now if we skip ahead to the judg- 
ing or evaluation of a film, we see 
that we are holding up a mirror to 
the questions and answers of the 
planning and production stage. 
Again, we want to know the an- 
swers to these questions: 
1. Why was the film made? 
2. For what audience? 
3. With what results desired? 
and so on. 
We're asking the same questions, 
changing the tense only. When we 


get ready to evaluate, the film has 
been made, prints used, and we are 
ready to attempt to check up on 
results — as well as try to analyze 
the reasons for success or failure. 

Our case histories will read some- 
thing like this — 

Film A .. Safety Film, produced 
for Blank Co. 

A serious high accident rate cre- 
ated the need. Film was made to be 
shown to employes only, to reduce 
accident rate. Incorporated basic in- 
formation on safe practices (weight 
lifting, cutting tools, power presses, 
etc.) on assumption employes either 
were unfamiliar with the hazards 
and recommended practices, or 
needed new emphasis on them. 

Shown to groups of ‘0 on paid 
time. Introduced with facts of local 
lost time and crippling accidents. 
Followed up with true-false ques- 
tionnaire designed to show up blind 
spots regarding safety. On basis of 
questionnaire, some employes 
shifted to other types of work, later 
given second showing and test. 

Film well planned. Photo and 
sound professional. Over-all pro- 
duction average. 

Record: within six months after 
showings began, accident rate re- 
duced from twice national average 
to half national average. 

Analysis: Well planned and effec- 
tively executed program built 
around film of acceptable quality 
achieved excellent results. 

Film B .. Medical Film, produced 
for Bone Mending Inc. 

The bone operation shown is not 
common, but may at some time be- 
come a necessity for any surgeon. 
Film was made to be shown to pro- 
fessional surgical organizations, or 
individual surgeons, to acquaint 
them with the operational procedure 
of Dr. X, recognized as top expert 
on this particular operation. The 
film shows the complete operation, 
performed by Dr. X. 

Color and sound professional. Ex- 
cellent lighting and choice of angles. 
Operation shown very clearly. 

Record: Early heavy demand for 
prints soon fell off. Little used. 
Many criticisms of opening scenes. 

Analysis: The first five minutes 
of the film showed patient being 
wheeled into operating room, dress- 
ing removed, patient prepared, first 
incision made, etc. etc. This is all old 
stuff to any surgeon, and proved 
boring or irritating to the point that 
surgeons did not wait to see actual 
bone operation scenes — and prints 
seldom called for. Recommend cut- 
ting off this first portion, starting 
with bone operation itself. 

Film C . . Sales Demonstration 
Film, made for the High, Wide and 
Heavy Machine Tool Co. 





A straight sales demonstration 
film, showing the operational versa- 
tility of the machine tool designed 
and built by the company. Shows 
actual work being performed in 
various customer factories. Cites the 
improvement in efficiency and cost 
reduction of the specific operations, 
stresses the basic sales points of in- 
dividual design, low rate of mainte- 
nance, long life, economies effected, 
safety provisions, and long estab- 
lished good reputation. 

Photography, sound, camera work, 
editing all of professional caliber. 

Record: Film used selectively by 
company salesmen in showings for 
individual customers. Good record 
of following sales. 

Analysis: Well planned and pro- 
duced, effectively used. 

The success stories and the evalu- 
ations go right back to the planning 
and production. 

e Film A was a reasonably good 
production, planned for a_ specific 
purpose and program, and_ used 
well. It became an outstanding suc- 
cess even though not a “great” film. 
e Film B was a more professional 
production, planned for a_ specific 
purpose—but with a major fault 
in the planning. It did not take into 
consideration the existing knowl- 
edge of the viewers, and bored and 
insulted them by wasting their 
valuable time on the long and com- 
pletely 
quence. 


unnecessary opening se- 
(When this was removed, 
the film became more effective). 

e Film C was well-planned and 
produced. It made no _ pretention 
to be anything but a straight sales 
presentation, and was so used with 
potential buyers. Many of them 
bought, so the film was successful. 


> Now, what about cost, the third 
item of our original three? We've 


been into subject interpretation, 


Spoiled the film? Not at all, Snively 
—you've simply made 400 feet of 
black leader. 


and evaluation, skipping over cost. 

It’s apparent that cost is closely 
entwined in subject interpretation, 
and that the planned and careful 
expenditure of money has an effect 
on the film’s record and its eventual 
evaluation. 

To oversimplify, film costs are de- 
termined in three ways. 
e The film’s maker and the film’s 
buyer can get together on the plan- 
ning and make their decisions on 
the basis of what will make the 
most effective film within common- 
sense limits. 
e The buyer may outline the type 
of film he wants, and ask for bids. 
e The buyer can set up a budget 
for a film, and then select a pro- 
ducer to make the film within that 
budget. 


There is no “best” way. Each 
method has its advantages and dis- 
advantages. One method may work 
out better under a certain set of 
circumstances. Some _ organizations 
have laws or policies which dictate 
the method. 

The question about what a mo- 
tion picture should cost may be an- 
swered somewhat along the lines 
of Lincoln’s answer as to how long 
a man’s legs should be—‘Long 
enough to reach the ground!” A 
film’s budget should be big enough 
to get the job done. 

However, costs can be measured, 
and should be evaluated on the 
basis of these points: 

1. What is the cost of the motion 
picture judged to be most effective 
for the job to be assigned it? 

2. Is this cost justified in relation 
to the program of which the film 
is a part? (Or, justified in relation 
to the available budget?) 

3. What are the alternative meth- 
ods. and their costs? 

Then, if a particular film plan is 
desirable, but too costly, it is possi- 
ble to re-examine the individual 
requirements to determine whether 
they can be altered, trimmed, or 
eliminated. Occasionally, such cost- 
inspired alterations improve the 
script—but not always. 


> There is no “formula” for de- 
termining how to make a picture. 
That’s the challenge that makes 
film production an interesting pro- 
fession, as well as a_ potentially 
profitable business. 

The effective film usually requires 
preliminary analysis, careful plan- 
ning, experienced 


scripting, com- 


petent production, and _ intelligent 
use. 

Plus a budget big enough to fur- 
ther the basic plan, not so big as to 


smother the basic idea. 44 


Chart-Pok 


THE EASIER, BETTER WAY TO 
MAKE CHARTS AND GRAPHS 


Save your draftsmen’s time — 
Chart-Pak pressure-sensitive tapes, 
precision printed with commonly 
used lines, patterns and shapes, 
save hours of pen-and-ink drudgery 
for the professional chart-maker. 


(Tape No. 12523 Ve”) 


Better charts, quicker — Even 
unskilled personnel can, with a mini- 
mum of practice, turn out really pro- 
fessional-looking charts in a fraction 
of the time required to draw them. 


eC EE le CE om 
(Tape No. 6223 1/16” 


Facilitate changes — No messy 
erasing and re-drawing to correct 
Chart-Pak charts . . . just lift the tape 
and replace it. Yet Chart-Pak makes 
a permanent chart — reproducible 
by any standard method. 


Many other advantages — for plant 
and office layouts, advertising, ma- 
chine drawing, mapping, etc. 


@ Facilities for printing special patterns and 
symbols to order; precision tape-slitting to 
special sizes 


For Full 
Information 


and name of 
distributor nearest you, 
mail the 
coupon below. “Lon 


cuit « 
— ae SE ee 1 
CHART-PAK, INC. ov 
541 River Road, Leeds, Mass. 


| Please send information about Chart-Pak 


Name_— — 
Title __ 
| Company 


I Address 


City Zone State 
This coupon border made with Chart-Pak Tape 


September 1958 + aD ° 79 





MAKE YOUR NEXT BIG MEETING 


“~s Sd “at . f f 
WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
AT WILL BY REMOTE CONTROL 
WITH THE NEW GENARCO 3,000 
WATT SLIDE PROJECTOR WITH THE 
ELECTRIC SLIDE CHANGER FOR 70 
SLIDES. GET ILLUSTRATED 
LITERATURE BY FB 


RETURN MAIL FROM: [~ 


“GENARCO INC. 


97-04D SUTPHIN BLVD., JAMAICA, N. Y. 


How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, 
Scheduling, Sales, Etc. 
Made of Metal Compact and Attractive. 
Over 250,000 in Use 


Full price $4.95° with cards 


|FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd Street ® New York 36, N. Y. 
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Traffic, Inventory, 


24-PAGE BOOKLET NO. R-500 
Without Obligation 


New Generator Enables 
Private Closed Circuit 


A new automatic picture and 
sound generator that enables pri- 
vate, closed-circuit tv systems has 
been introduced by B&K Mfg. Co. 

Useful in a variety of applica- 
tions, the B&K “1150” unit can 
transmit pictures from any 35mm 
(2x2) slide with simultaneous, 
automatic sound to any number of 
tv receivers. Slides can be made 
inexpensively in a few minutes with 
the new Polaroid film and the unit 
uses any of five tv channels for 
separate closed-circuit telecasting or 
for interjection between regular tv 
station broadcast programs. Opera- 
tion may be continuously automatic, 
manual or remotely controlled. 

Additional features include: 
® the provision of community tv or 
master antenna systems with a pri- 
vate closed-circuit channel (with- 
out the need of camera equipment) 
for video and/or audio announce- 
ments 
® spot ads during off-air time, sta- 
tion breaks, system testing, etc. 
® tv store merchandising 
¢ Educational and institutional tele- 
casts 

Additional details are available 
from B&K Mfg. Co., 3726 N. South- 
port Av., Chicago 13. 44 


Points for Phonoviewer 
Include Sight and Sound 


Information on the “Phonoview- 
er,” a new sales aid that combines 
both sight and sound appeal, is 
available from C&P Phonoproducts 
Inc. 

While a standard, printed record 
(see AR, August °56) is the back- 
bone of the Phonoviewer, newness 
is achieved via a series of accom- 
panying pictures the user can “dial” 
into view to match the dialog. 

Time-length of sound on the 7 
record is about 3 minutes at 45 rpm; 
41%4 minutes at 331/3. This gives 
about 5 to 7 pictures per minute of 
sound. Prices, per unit, range from 
$1.56 to 11.4c depending on quantity. 

Applications for this sales device 
can include new product introduc- 
tions, home demonstrations, sales- 
training, etc. 


”r 


- for more details circle 901, page 137 


Airlines Pre-Sell Public 
On Commercial ‘‘ Jets’’ 


To cancel any possibility of pub- 
lic fright over commercial jet flights, 
the airlines and plane manufac- 
turers are using full-color Stere-O- 
Cards to acquaint the public with 
the jet planes before the ticket- 


Jet Pre-Sell . Designed to help air 
industry sell public on commercial jet 
flights, Stere-O-Cards are first used by 
Lockheed to give 3D color views of 
new “Jet Star.” 


selling phase enters the picture. 
Inexpensive enough to be used 
by all the airlines, the Stere-O- 
Card units can give a 3D view of 
the plane interiors, exterior shots 
and relay technical data about jet 
flights in an easy-to-grasp man- 
ner. 
The units are produced by Fort 
Pierce Industries, Fort Pierce, Fla. 
44 


Synchronous Sound 
Method Detailed 


booklet de- 
method of recording 
synchronous sound on quarter-inch 
magnetic tape has been 
by Rangertone Inc. 

In addition to complete details 
on the system, the booklet contains 
a number of illustrations showing 
Rangertone Sync Kits that can be 
installed on any standard, profes- 
sional-type tape recorder plus the 
Rangertone consoles with the syn- 
chronous equipment already built- 
in. 

A list of laboratories able to in- 
stall this equipment, and complete 
prices, are also included in the 
booklet. 


- for more details circle 902, page 137 


A comprehensive 
scribing a 


released 


New Free-Loan Films 
Listed in Catalog 


The latest industrial films avail- 
able on a free-loan basis are listed 
in a new catalog released by United 
World Films Inc. 

Continuing descriptions of all new 
sound motion picture productions 
added to the company’s collection 
since the first of the year, the cata- 
log includes color movies of films 
sponsored by American railroads, 
airlines, manufacturers and _ trade 
associations. 

Films are available to all non- 
theatrical exhibitors including 
schools, social clubs, churches, etc. 

+ for more details circle 903, page 137 
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A Guide to Econom 
in Paper Buying 


One of paper’s most important qualities is its bulk- 


weight ratio. The second part of this authoritative article 


explains this characteristic and how it can be used to 


save money in production. 


By Charles V. Morris 
Assistant to the President 
Reinhold-Gould Inc 

New York 


Selecting papers by bulk-weight 
ratio represents an intriguing ex- 
ercise in the “arithmetic” of the 
trade. Expert buyers of paper find 
the exercise rich in economies that 
might not have been possible other- 
wise. 

These economies, it should be 
mentioned for the record, do not 
result in inferior printed products. 
For example, the publishers’ of 
Look, working with their paper- 
makers, effected a bulk-weight 
savings on a big tonnage scale. 

In the May 15, 1956, issue of Look, 
a new type of machine coated pa- 
per was intyoduced, and has been 
used ever since. While the paper is 
made to 25x38 40-pound weight 
specifications, it is claimed to have 


the opacity and bulk of 25x38 45- 
pound papers. An examination of 
any issue of Look will show you 
this new paper. It is used for pages 
with black only and black with one 
color, printed by letterpress. The 
remaining printed by 
gravure. 


pages are 


> When trading on bulk-to-weight 
advantages—in order to exploit su- 
perior thickness for a_ particular 
basis weight, or to get thinness 
without loss of opacity or other im- 
portant printing requisites—expe- 
rienced paper buyers consider the 
effects of possible surface changes. 
The increasing caliper of some pa- 
pers results in rougher, coarser 
antique finishes on the felt sides 
and, at the same time, makes the 
wire sides more noticeably smooth. 
Neither result is generally desirable 
Other papers, experience teaches, 
show slight distortion of finish or 


oo 


likesidedness as the caliper in 
creases within reason 

It is axiomatic that papers made 
to order for specific purposes re- 
ceive special attention to bulk- 
weight requirements. But seasoned 
paper users and their printers have 
long since 
brand 


discovered that mill- 
papers of some manufac- 

weight-for-weight and 
quality-for-quality, or price-for- 
price—are distinctly and inherent 
bulkier than 


mills. 


turers 


papers from other 


> It isn't difficult to catalog papers 
by bulk-weight ratio and by sur- 
face features. From your own ex- 
perience you can develop an en- 
cyclopedia of information. 

When you do, you will be sur- 
prised at the variations that you 
find among brands of paper, all of 
which have the same description 
For example, a study of nine brands 
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of antique finish white cover pa- 
pers, sold on a 20x26 130-pound 
basis, showed that the one sheet 
caliper thickness varied from 0.0075 
to 0.01075. In addition, two had an 


extra smooth smooth, 


finish, five 
and two were rough. 

This kind of study has practical 
benefits that add up to substantial 
benefits in tonnage, as well as in 
dollars and cents. 

In one such study, summarized 
below, vellum-finish bristol was 
compared with a cover paper that 
looks about the same, has about 
the same caliper thickness, and has 
the same general characteristics 
important to end use. By the prop- 
er study of paper characteristics, a 
almost $3,000 was ob- 
tained on an order of 120,000 sheets. 


saving of 


Antique 
Cover 


4 


Size 35x4€ 

Weight 402M 

Caliper : 

Tonnage 

Price /Cwt. 

Total 8996 7¢ 
Savings in pounds: 7,920 
Savings in dollars: $2,767.32 


The savings were the deciding 
printer’s bid for a 
long-run color job. 


factor in the 


>In another study, vellum-finish 
bristol, the same analyzed above, 
competed with vellum finish offset 
paper that offers many of the same 
visible, feelable functional proper- 
ties. Stiffness and “snap” of the 
bristol contributed to its subse- 
quent selection, but these two in- 
herent bristol-qualities were not the 
prime considerations. They were de- 
sirable, but not essential, and should 
be considered as “premiums.” An 
order of 80,000 sheets was con- 
templated. 


Vellum 
Offset 
Size 41x54 
Weight 583M 
Caliper 0.009 
Tonnage 46, 664# 
Price /Cwt. 17.10 
Total Cost $7979.44 
Savings in pounds: 9,624 
Savings in dollars: $3,256.86 


Since this order was to be re- 
peated nine times a year, the bris- 
tol was the obvious choice. 


> In planning books, catalogs and 
directories, the bulk, the number 
of pages to the inch, is the chief 
consideration of paper buyers. Var- 
iations in bulking properties of pa- 
pers are more important to pub- 


Collins, Miller & 


Hutchings inc. 


333 WEST LAKE STREET 


* CHICAGO 6 


America’s finest 


Photoengraving plant 


for letterpress 


and gravure 
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lishers than variations in weight. 
Grades of book papers and catalog 
papers can be manufactured to a 
greater or lesser caliper thickness, 
without unreasonable regard for 
weight, and according to the de- 
mands of the job. 

When manuscripts are slim, and 
yet publishers want the book to 
seem big, unusually bulky papers, 
like novel text or bulking book, are 
used. For less expensive books, 
groundwood papers are used; for 
hard-bound books selling for more 
than $1, papers free from ground- 
wood are selected. 

When manuscripts are long, pub- 
lishers want their books to be com- 
pact. Heavy, unwieldy books are 
not popular with students or read- 
ers. For example, a Bible, with 
more than 1,400 pages, has a back- 
bone of less than 1”. The average 
Sears catalog has 1298 pages and 
six tipped-in order blanks, yet 
measures only 1%”. In contrast, 
look at Ernest Hemingway’s novel, 
“The Old Man of the Sea.” Its 140 
pages measure %s” across the back- 
bone! 

As an example of how wide a 
variation you can obtain in book 
paper, four different papers, each 
25x38, 45 pounds to the ream, have 
a range of almost two to one in 
pages to the inch! Novel text, with 
the greatest bulk, measures approxi- 
mately 384 pages to the inch. An- 
tique text follows, with 480, while 
eggshell text is close behind, with 
496. Thinnest of all is English finish 
text, which has about 640 pages to 
the inch. 


» Manufacturers of papers you use 
will be more than happy to furnish 
bulking data covering all their 
grades. Remember, bulking infor- 
mation of all papers is important to 
you. The emphasis is on “all,” but 
more important is a regular patrol 
of bulking trends. Every recogni- 
tion of trends, in individual mill 
brands or by general classification, 
pays off in savings. 

By all means, establish a set of 
grade-by-grade bulk standards, but 
use them to measure other grades 
by. 

The information and your vigi- 
lance will serve you well. 
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This is the second of a three-part series 
by Mr. Morris, a respected authority on 
paper selection and use. In last month's 
article, he discussed the major factors 
in paper selection. Next month, he will 
cover the role of opacity. 
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Ccolorful.... 


} 
Crilbert Papers 


From the most brilliant of whites through a complete range of colors, SeTTe 


you'll find just the right letterhead paper in the Gilbert line of quality 


TT 
papers. The appearance and performance of these papers also are i Sa, 


= “yy 
unequalled. They give you snap, crisp feel and smart cockle finish... LD 
qualities made possible by their new cotton fibre content, skilled Fi pee 


manufacturing and tub-sizing, air-drying. Ask your supplier. 


BERT PAPER COMPANY, MENASHA, wisconsn = PAAPE RS 


A good letter is always better,,.written on a Gilbert Cotton Fibre Bond 
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By William McK. Spierer 
Promotion and Art Director 
The Ethyl Corp 


In an average week, the Ethyl 
Corp.’s Research Laboratories in 
Detroit play host to 50 to 100 mem- 
bers of top management of our cus- 
tomer These visits, 
which have been going on for years, 
are an important part of our cus- 
tomer relations program, because 
Ethyl, a leader in anti-knock com- 
pounds, was born of research. We 
want our customers to see for them- 
selves what we are doing to im- 
prove both our products and theirs. 

It has been impossible, of course, 
for everyone to inspect the Ethyl 
labs through a trip to Detroit. So 
we set out to find a substitute for 
personal visits, and decided on a 
tour-in-print as the most convenient 
and least expensive way to reach 
the widest possible audience we 
sought. It is a simple and straight- 
forward but dignified brochure en- 
titled “Research at Ethyl.” 


companies. 


> The brochure is 84x11” in size, 
has 20 pages plus covers and is 
printed in two colors. Cover art, 
photography, type and color are 
keyed to the inside pages, and Mon- 
ogram Art Studio, New York, which 


handled design and art for us, 
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Open House 
in a 
Brochure 


When the Ethyl Corporation 
couldn't get visitors to 

come to their laboratory, 
they designed a brochure 

to substitute for a visit. 


blended type, paper stock and lay- 
out to produce the effect we were 
after. 

This effect was a clinical feeling 
befitting a research facility. At the 
same time, a softness was necessary 
to suggest dignity and experience. 
Finally, we sought to make “Re- 
search at Ethyl” interesting enough 
in content and design to win it a 
place on bookshelves and reception 
tables, where it would be seen many 
times by various people. 


> Incidentally, we had one other ob- 
jective. We wanted to be able to use 
the basic art and photography for 
other purposes, thus amortizing 
their cost. 

Russell Aikens, Cooperstown, N. 
Y., was assigned to do the photog- 


Typical Spread 
Both art and 
photography were 
combined to: add 
symbolism to 
realism 


raphy. Guide-Kalkhoff-Burr Inc., 
was the printer. 

The whole job took about six 
working weeks, roughly as follows: 
e Research and writing, two weeks 
e Photography, one week 
@ Production, one week 
e Printing process, two weeks. 

Of course there was some over- 
lapping of time. Monogram’s artists, 
using photographs as models, turned 
out some excellent art during the 
early part of that period. 


’ Why did we decide on both art 
and photography? Mainly because 
good illustration has a symbolic 
quality that photos rarely capture. 
We wanted that symbolism, as well 
as the actual lab scenes. 


Work on “Research at Ethyl” be- 





EAGLE-A QUALITY TEXT with the new COVER WEIGHT 


Here’s a tip for your next printing job — famous Eagle-A Quality Text 


is now more versatile than ever! It’s available in a new Cover Weight in white 
and matching colors... in a new, improved “Brite White” in text and cover weights, 
with greater opacity ... and in new sizes in six eye-catching colors. Now you can specify Quality Text 
and Cover Weight for more jobs than ever — brochures, catalogs, annual reports 
and programs in a wide variety of sizes. And you can order envelopes to match. 
You'll like the economy of this fine printing paper, too. Write for a sample portfolio. 


EAGLE A) 


EAGLE-A \#¥) PAPERS 


AMERICAN WRITING PAPER CORPORATION, HOLYOKE, MASS., Makers of famous Eagle-A Coupon Bond and other Bonds, 
Onion Skins, Manifolds, Record-Ledgers, Bristols, Texts, Covers, Boxed Typewriter Papers and Technical, Seat and Special Papers 
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WESTON Cotton Fiber BOND 


iui Makes Letterheads Noticeably Better 
PAPERS 


Weston Bonp, made better with cotton fiber, imparts an 
air of obvious importance to your letters. It lends conspicu- 
ous quality to your letterhead — character that commands 
attention. 

In the office, you'll like the way it takes typing, writing 
and (when necessary) erasing. It serves admirably, too, for 
office forms and other applications that call for a clean, 
strong serviceable bond paper. And the cost? . . . hardly 
more, if any, than you are now paying. 

Your printer has Weston Bonp in white, colors, white 
opaque, litho finish and envelopes to match. Ask him to use 
it for your next lot of letterheads or write for a sample book 
and make your own comparison. Address Dept. AR. 


BYRON WESTON COMPANY 
Makers of Papers for Business Records Since 1863 
DALTON, MASSACHUSETTS 


WESTON BOND 


Cotton Fiber Quality Letterhead Paper 


COTTON FIBER BONDS e LEDGERS * MACHINE POSTING LEDGERS © INDEX BRISTOLS 
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gan in consultation with our lab 
people, who recommended a “flow” 
presentation. This is reflected in the 
brochure in such successive section 
headings as “Development of New 
Additives,’ “Evaluation Tech- 
niques” and “Final Proof.” There 
are 10 such two-page sections, each 
with appropriate art, pictures and 
copy. 

The left hand pages are all in 
black and white, each containing a 
headline in 18-point Stymie Bold 
Condensed caps; brief block of copy 
in 12-point Garamond Oldstyle, 
leaded four points, and a drawing of 
a scientist at work. 

The right hand pages all carry 
black and white photographs against 
a solid yellow background, yellow 
being the Ethyl Corp.’s identifying 
color. Picture captions are in 8- 
point Garamond Oldstyle _ italic, 
leaded one point. 

On the cover is a square of yel- 
low, with the “Research at Ethyl” 
title in black Stymie Bold Con- 
densed, a picture of the Laborato- 
ries building and two pieces of art. 


>» Monogram’s artists chose Stymie 
for headlines for weight as a bal- 
ance against the darker, picture- 
carrying facing pages. They went to 
the oldstyle Garamond, rather than 
a modern type like Bodoni or a 
sans-serif to help soften the clinical 
severity. 

With softness in mind, too, the 
printer recommended Curtis Paper 
Co.’s 80-pound Antique for inside 
stock, and the complementary 80- 
pound Curtis Antique Cover for the 
cover. These are blue-white papers 
with good opacity. It was felt that 
a heavier stock would make the 
brochure too bulky. Actually, the 
Garamond type and the antique pa- 
per blend well too. 

For the same reason we used off- 
set lithography. Letterpress printing 
would have required a harder finish 
paper. 


> People who have received “Re- 
search at Ethyl” have commented 
very favorably on it. As a matter of 
fact, the Laboratories report a 
noticeable increase in the number 
of requests to visit since the bro- 
chure was issued. “Research at 
Ethyl” also has been found very 
helpful in the Laboratories’ re- 
cruitment program. 

We are succeeding, too, in using 
the art and photography for other 
purposes. For example, the material 
is now being integrated into a series 
of industrial ads. It also is going to 
be used in an easel lobby display 
being designed for the Laboratories 
building. Placards on the easel will 
be changed monthly. 44 





Eighth in the AR series on external publications 


tue: : : Winter Issee 1957-58 
: i 


! Journel | DELTA 


ek Ree POWER TOOL INSTRUCTOR 


Vl hous Fe Gait he 


i i Sz 
q Delagram 


The Rockwell House Organ Family 


The sales promotion program of the Rockwell Mfg. Co, __ 'ic@tion good editorially, and to op- 

erate it so that it reaches—indeed, 
is based on four external publications. Here are how _ s0 it is wanted by—customers and 
prospective customers. The rule of 
thumb might well be to consider the 
house publication as an economical 


control is exercised and products promoted. 


and effective way of dealing with 

“secondary” material for which 

paid-space advertising space is not 

available, or for which editorial 

By W. F. Weimer and Bernard D. Cox portant purpose in the marketing publicity is not warranted in the 
Rockwell Mfg. C communications program. regular press. Secondary material 
Pittsburgh It is important to point out that may be classified as such due to its 

a house publication cannot carry, length, the lack of unusual news 


Many companies are venturing or substitute for, the regular ad- or feature appeal for a commercial 
further than ever into the magazine vertising, publicity and promotion- publication and the general neces- 
and book publishing field to sup- al work. Nor can it compete with sity in business of providing full 
plement their regular business pa- regular trade and consumer pub- range identification or product lines 
per and consumer magazine adver- lications, either editorially or ad- and services, or background, de- 
tising and sales promotional efforts. vertising-wise. Being obviously tailed explanations, “how to do it” 
With competition for markets grow- sponsored, house publications are and “what to do” information, “peo- 
ing apace in both the industrial and “self-serving” in the sense _ that ple news,” and the like—for which 
consumer goods fields, most large other direct-mail material is. They other media are either unavailable 
companies—and an increasing num- simply do not have the authority of or inappropriate 

ber of smaller ones—now publish at a commercial publication 

least one “external house organ” > Inexpensive direct-mail can, of 
designed to fill one or another im- > The trick is to make a house pub- course, be used to fill this breach 
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a OWLS held a convention to elect a king. 


There were many wise elders and each sat silently, 
contident that his own name would be placed in 
nomination. But no one nominated anyone. After 
a long silence a fresh young owl said, “‘] nominate 
myself.”’ “‘Whoooo?’’ chorused the astonished 
elders. ‘‘Me,’’ said the new king. 

DF KELLER CO Printers with imagination 
5005 FRANKLIN BLVD CHICAGO 12 ILLINOIS 

We have clients in America’s foremost 

industries and would like more 


0,0 


WIRTIAE 

PRIDE RS OaL 
AR BE ORE EAL 
TATE eLL 


eer ebaetny 


§ & S& S& S& To start getting your share of 


Advertising 
Requirements 


sales power in the $3 billion 


advertising-production-merchandising 
market, call your AR representative today. 


Advertising Requirements, 200 E. Illinois St., Chicago 
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But many companies have learned 
by experience that the external 
house organ published at regular 
intervals easily becomes both an 
oracle and a habit for its paid or 
free subscriber—thus more than 
justifying the extra expense and 
effort involved in its publication. 

Scmetimes—where a company op- 
erates in many fields—more than 
one publication is found necessary 
for this purpose. One example of 
this is highly diversified Rockwell 
Mfg. Co. A medium size (sales ove 
$75 million) company, producing 
meters, valves, registers and power 
tools for home and industry, Rock- 
well regularly publishes four ex- 
ternal magazines with circulations 
ranging from 15,000 to nearly 
100,000. 

The four are: 


1. The Deltagram . . (paid cir- 
culation close to 100,000) A _ bi- 
monthly hobby magazine filled with 
plans for making all sorts of furni- 
ture and other useful items with 
home workshop power tools. 


2. The Power Tool Instructor. . 
(free circulation over 30,000) A bi- 
monthly magazine directed to in- 
dustrial arts and vocational educa- 
tion instructors in schools through- 
out the country. This magazine 
offers tips on school workshop lay- 
out, suitable shop “projects,” tool 
know-how and news of outstanding 
scheol shops; this readership is par- 
ticularly important to Rockwell as 
more than half of the nation’s 
school shops are equipped with 
Delta tools. 


3. The Flow Line .. (free circu- 
lation about 40,000) A bi-monthly 
magazine directed to men in the 
petroleum, gas, chemical and allied 
industries. This magazine, with a 
circulation greater than commercial 
trade magazines in its field, offers 
graphic accounts of interesting in- 
stallations and operations in oil- 
fields, pipe lines and _ processing 
plants with only passing mention 
of the company’s own products in 
this field—such as Nordstrom valves, 
gas meters and_ regulators, and 
complex large-scale gas measure- 
ment instruments. 


4. The Water Journal . . (free 
circulation about 15,000) <A_ bi- 
monthly magazine directed to mu- 
nicipal water and sewage officials 
throughout the country. Like The 
Flow Line, it features installation 
and operation stories; usually sev- 
eral comprehensive articles on in- 
dividual water systems appear in 
each issue. 


> Responsibility for the four maga- 





House Organs Reach New High 


The circulation of 
published by 


magazines 
American business 
has reached the combined circula- 
tion figure of 160,000,000 copies 
per issue, according to the just-re- 
leased House Magazine Directory, 
published by Gebbie Press, New 
York. 

The 1958 edition lists over 4,000 
magazines, as contrasted with the 
3,000 listed in the 1955 edition. 
The combination house organs, 
which go to employes as well as 
outside groups, account for the 
bulk of the increase. 


zines is divided between our two 
advertising departments—Meter and 
Valve Division and Delta Powe: 
Tool Division. Each of us acts as 
“publisher” 

methods for 


and each uses his own 
publishing the two 
magazines in his field. 

Mr. Weimer, as Meter and Valve 
Division ad manager, is “publisher” 
of The Flow Line and The Water 
Journal. He is assisted in his edi- 
torial function by the Rockwell ac- 
count executive representing Mars- 
teller, Rickard, Gebhardt and Reed 
advertising agency. 

The routine work of putting the 
two books together is handled prin- 
cipally by the agency—but selection 
of material and follow-up of story 
and picture “leads” supplied by 
salesmen is done in Mr. Weimer’s 
department under his close super- 
vision 


> Mr. Cox, as Delta advertising and 
sales promotion manager, uses an 
entirely different 
publications 


set-up for his 
a set-up largely dic- 
tated by the far different nature of 
The Deltagram and The Power Tool 
Instructor 

The Deltagram, for example, re- 
quires the use of a _ completely 
equipped workshop for the working 
out in advance of all the “projects 
recommended and described in de- 
Since 
the shopwork and _ preparation ot 
art and editorial material are so 
thoroughly interwoven, The Delta- 
gram has a full-time editor who is 


tail for its paying readers 


also a thoroughly experienced pow- 
er tool and workshop expert 

The Power Tool Instructor also 
is entirely staff-written and edited 
by advertising department person- 
nel. This publication and The Delta- 
gram are laid out by their respec- 
tive Delta editors, who work close- 


ly with Mr. Cox 


> As for book publishing, the Delta 
Power Tool Division ol Rockwell 
has gone into this field most ex- 


tensively—particularly in the hob- 
by field. All these books—some in 
soft covers, some in hard—are com- 
plete “how-to-do-it” publications. 
One group, such as “Getting the 
Most Out of Your Circular Saw,” 
teaches beginners to use 
Others, such as 
Projects,” 


tools. 
“One-Evening 
describe quick, easy-to- 
do workshop projects. 

Although the Meter and Valve 
Division—which does not enter the 
consumer field—has not published 
books in the library sense of the 
word, it has prepared a number of 
highly practical handbooks. Mostly 
pocket-size, these handbooks usual- 
ly contain 100 to 200 pages of con- 
cise engineering and technical in- 
formation on a_ specific subject 
such as water metering or the sci- 
ence of gas regulation 


> The entire publishing program of 
our two divisions—looked at as a 
unit—is designed to dovetail with 
the rest of our business paper and 
general magazine program to give 
each division a well-integrated pro- 
gram of information and assistance 
to all our customers 44 


Never Ending... 


Onward March Of New 
Photocopier Models 
Brings Improvements 


The march of the photocopy ma- 
chines goes on, and hardly a week 
goes by that an announcement does 
not arrive about a new photocopier 
model—or an improved old one. But 
the high pitched competition in the 
industry does make for ever bet- 
ter machines. Here are some of the 
most recent models to come to AR’s 
attention 


Has Premixed A new 
Developer 


portable 
photocopier from F 
G Ludwig Inc., 
Old Saybrook, Conn., comes com- 
plete with a 
which the 


plastic cartridge in 
chemical develope1 IS 
premixed 
The,new continuous photocopy 
machine, the Contoura-Matic, is de- 
signed so that the cartridge can be 
snapped into place and the de- 
velope can pour in and out of the 
machine automatically. The air- 
tight plastic container is said to give 
longer life to the developer since 
the latter never comes into contact 
with air when not in use. To dis- 
pose of exhausted developer, the 
plastic container is provided with 


a clip so that the entire packet can 


. continued on page 94 


BRIGHT...BRIGHTER...BRIGHTEST ! 


BOLD 


Fluorescent 
Screen Process 


Colors... 


the choice for 

2 of the 

biggest 

fluorescent 

color jobs ever 

| run in the United 

JA States and Canada! 

Two of the world’s largest oil companies . . . 

spending hundreds of thousands of dollars 

on P.O.P. material . . . conducted thorough 

comparison studies and then selected BOLD 

over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 


e “Color Card" Brochure: swatches and technical data. 
@ Design Article: expert advice on art and copy techniques. 
© Newsletter: cost and use trends in the fluorescent field. 


CONSULT YOUR SILK SCREEN PRINTER 
Specify BOLD ‘‘For all your bright ideas” 


LAWTER CHEMICALS, INC. 
3550 Touhy Ave., Chicago 45, ili. 
South Kearny, N.J. © San Leandro, Calif. 


The Only 4-POSITION 
EASEL BINDER 


30’, 60° and 80’ Degrees, and 
flat 


Ben mHOR wo 


SELLEBRITY 


PAT PEND 


The Easel That is Practically Automatic 


inding 
119] 
No. 119 
4,” cap. Availal 
Quantity prices on 
SELLEBRITY 


arious ring capacities 


acetate folders. Prices 
quest. Write Dept. AR 
*SELLEBRITY is protected by U.S. Patent 


BOY UMiFoORrD ©oe 
Creative Binders for Advertising & Selling 


318 W. 48th St., New York 36 
PL. 7-5950 
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*Edward H. Nunn, 
Resident Manager, 
framed by Drum Barker, 
at St. Francisville Millsite 


revolution 
on his 
hands 


Edward H. Nunn*is a key man in a 
revolution which is about to take 
place in the Printing Paper Industry. 


It’s already in the making, in fact, 
at St. Francisville, Louisiana. In the 
new mill under his command, at St. 
Francisville, Ed will manage the 
production of coated book paper 
having such an extraordinary level- 
smooth surface that it takes a man- 
ufacturing revolution to make it. 


A Crown Zellerbach mill-made man, 
Ed is accustomed to innovation. 
Right now, however, he is as excited 
as the whole Graphic Arts Industry 
will be when it sees the first double 
coated paper to be both roll-coated 
and trailing-blade coated on-the-ma- 
chine, in one continuous operation. 


What does this major paper-making 
advance mean to Paper Merchants, 
Printers and Publishers? It makes 
possible, for the first time, coated 
book papers of premium-quality 
level-smooth surface, at non-prem- 
lum prices—available early in 1959. 


(a; 


36 S.Wabash Ave. «+ Chicago 3G, Ill. 





PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department including color photog iphy, 
color separation and color correction. Fully 
staffed to provide art and retouching Now 
in 48th year of service to agencies, printers, 
publishers and institutions. ¢ ireful attention 
to all orders personally or by mail. Quick 
delivery by rail, bus or air 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 


Monday. tersely reporte i. 


new concerning adver 


marketing, merchandis 
sales romotion, research 
media, copy, art, 
television, radio, et in Advert 
tising Age The National News 
Marketing, the most 


widely read of all publications 


typography 


paper ot 


dealing with advertising and 
selling One year’s subscription 
92 idea-packed issues only 
S35 which is less than 6% 


week Mail 


pet 
coupon he low 1o 


ADVERTISING AGE 
t Chicage 


200 E. Illinois §S 


by l-year (52 issues 
5 I must be satisf 
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erting plastic 
leveloper 
macnine 


wna 


be sealed and disposed of with 
other office refus« 

The new machine, 15” wide by 6” 
deep, takes up half the space of a 
standard typewriter and is said to 
be the smallest and lightest photo- 
copier on the market. The machine 
turns out four copies a minute. It 
can reproduce from original art, 
printed matter or drawings. 

Further information can be ob- 
tained from F. G. Ludwig Inc., Dept. 
C-M, 102 Coulter St., Old Saybrook, 
Conn 


Three Times Speed ot 


Speedier is the 


operation 
outstanding 
Ameri- 
can Photocopy Equipment Co.’s new 
Uni-matic Auto-Stat. The 


ton, Ill., manufacturer of 


feature ol 


Evans- 
photo- 
copy equipment says it is capable 
of reproducing a copy in one-third 
the normal operating time of cur- 
rent offic 


photocopy machines. 


One key to the device’s speedy 
performance IS 1tS one-step syn- 
chronized operation which permits 
the photocopy paper, with the orig- 
inal, to be inserted in the machine 
only once. The original is auto- 
matically returned by the machine 
and the copy paper remains inside 
to go through the developing phase 
before being released. Other models 
returns the copy paper and it must 
be re-inserted for the developing 
part of the cycle 

Also contributing to the ma- 
chine’s speed is a 


faster motor 


coupled with a intensified 


fluorescent light source, as well as 


more 


recent improvements in the firm’s 
photocopy papel and chemical con- 
centrate. 

The Uni-matic is a desk top 
high, 1315” 


model . deep and ai" 


long. It is said to reproduce any- 


thing from a printed, typed, written, 
photographed or drawn original. 
Handles 

Large Sizes 


A desk top photo- 
copy machine with 
a large capacity is 
the new model of Formfoto Mfg. 
Co., Chicago. Named the Photo 
Master, the machine will accept 
copy up to 10%” wide by any 
length. 

The machine can handle a range 
cf paper weights from tissue to 
card stock. It will reproduce from 
color or from two-sided originals. 
The dimensions are 23” wide, 13” 
deep and 6” high. Formfoto Mfg 
Co., 3713 Milwaukee Av., Chicago 
411, will supply additional informa- 
tion. 


For Small 
Businesses 


Another desk top 
model copying ma- 
chine with a ca- 
pacity for handling wide copy is 
the Golden Corvette, manufactured 
by Cormac Photocopy Corp., 80 
Fifth Av., New York 11. Especially 
designed for small businesses and 
for departmental use in larger com- 
panies, the Golden Corvette is said 
to be an all-purpose machine. 

It handles copy up to 11” wide 
and is a continuous feed type. It 
will reproduce all 
terial from either tissue or opaque 
originals a4 


types of ma- 


Publication Pioneers 
With Polyethylene Cover 


Now they're using that versatile 
product—polyethylene—to coat pa- 
per covers! 

National Distillers & Chemical 
Corp., New York, put the popula 
plastic to that use on its most re- 
cent annual report to stockholders. 
Covers of the publication were 
coated with a tough, clear film of 
Petrothene, a polyethylene resin 
produced by U.S. Industrial Chem- 
icals Co., a division of National Dis- 
tillers. The coating adds quality 
and distinction to the cover, as well 
as protection 
soiling 


against tearing and 


> The cover is printed in both black 
and white on a 10 pt. coated stock 
in a metallic gold color. The bro- 
chure’s title and the company name 
are the only printing on the cove: 
The embossed seals of both Na- 
tional Distillers and U. S. Industrial 
Chemicals add the only other de- 
sign. Yet, due mainly to the poly- 
ethylene coating, a great deal of 
extra time, work and 
around the country 


shipping 
went into the 


production of the cover. Press run 





LIGHTED PICT URES 


Full Color Plastic TRAN 7 
Get More Attention . - - 


SPARENCIES 


YLUMAN GRAVURE sT LESS! 


ng a 
<T 4% te i tame, od 


me ae 


ATC bm 


Your 
Box-maker 
ULLMAN 
makes 
the Trans- 
parencies. 


supplies the pty meee ed 


Shadow Box. ! 8" x 10” 
More and more advertisers are using ‘ 


shadow boxes with light behind a color 

transparency. These receive instant 

dealer acceptance for good store ua 

positions and they DO tell your story — a ae es oe A 

dramatically. The best shadow box is only as good as the transparency — 

it illuminates. Try Ullman Gravure for traffic stopping transparencies. 3%” NYLON BRISTLE 


We reproduce any kind of picture copy on clear plastic, print on both sides PAINT BRUSH 
of the plastic in perfect register so there is a dynamic color build-up 
in front of light—there is no printing screen in our process to break up *2.78 Value! : 
the continuous tone pictures. If the light fails, the picture is still 
colorfully brilliant. A light-refracting surface is built right into Ullman 
Gravure transparencies. This gives the lighted picture a great luminosity 
not apparent in other processes. Guaranteed will not fade. 
Will not wrinkle or warp. 


Any size up to 37” x 49”. Economical from 200 pieces to any quantity. 
OUTSIDE HOUSE PAINT 


LEF-US SHOW YOU HOW TO ad 
tight-Up-Your Promotion Program clea 
Write for descriptive literature and 

samples of Ullman Transparencies. 


ULLMAN GRAVURE, INC., 319 McKIBBIN ST., BROOKLYN 6, N. Y. 


HYacinth 7-3700 
A division of The Ullman Company, Inc. ° Established 1888 


TWIT OMT UREA LLL aedssyz% —SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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Prominent Users of Strathmore Letterhead Papers: No. 136 of a Series 


. 


v 
el 


’ } A newt role mark 
H ! / a proud old name! 


Wr. Grant Simmor 8, FP. 


President of Simmo ( ompany, 


holds artwork of the 
new syn bol of ident ty for 


this famous manutacturer, 


LEADERSHIP 
RESTS ON 


QUALITY 


A leader like the Simmons Company values fine quality in 
every facet of its operation. The Simmons letterhead is a good 
example, for its rich appearance and feel demonstrate paper 
quality at its best. Almost without looking at the watermark, you 
know it is a Strathmore paper. Is your company among the many 


who build their reputations on quality, who write their letters on 
Strathmore Papers. 


Simmons Company has grown steadily from its begin- 
ning in 1871 to its position today as the world’s largest manufac- 
turer of bedding. The Beautyrest mattress, introduced in 1925, 
and the Hide-A-Bed, in 1940, both the largest selling products of 
their type, are outstanding examples of Simmons concentration 
on bringing better sleeping comfort to the public. 


STRATHMORE LETTERHEAD PAPERS TRATHM( 


RE PARCHMENT. STRATHMORE SCRIPT, 
THISTLEMARK BOND. ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS TRATHMORE PARCHMENT ONION SKIN. STRATHMORE BOND 


ONION SKIN, STRATHMORE BOND AIR MAIL. STRATHMORE BOND TRANSMASTER. REPLICA 


STRATHMORE 


MAKERS OF FINE PAPERS 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD. MASSACHUSETTS 


“Teme 
BETTER PAPERS ARE MADE WITH COTTON FIBER 
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of the brochure was 80,000 copies. 

The polyethylene coating was ap- 
plied to the cover stock after it had 
been printed but before it had been 
embossed. Coating was done in a 
thickness of 142 mils by means of 
a conventional extrusion coating 
machine. The printing job itself had 
to be done on a web-fed gravure 
press rather than an ordinary flat 
bed press, the usual equipment for 
such a job. This was necessary be- 
cause rolled stock was required for 
the subsequent coating operation. 

Using a stock coated in gold on 
one side and white on the other, 
Kupfer Brothers Co., North Bridge, 
Mass., did the printing on the gold 
(outer) side only. The printed rolls 
were then shipped from Massa- 
chusetts to H. P. Smith Paper Co. 
in Chicago for application of the 
polyethylene film. They were then 
returned to Kupfer Brothers for 
cutting and trimming. 


> Embossing of the National Dis- 
tillers and U.S.I. seals came next. 
This was done by Eilert Printing 
Co. in New York. Experiments, 
made before the actual production 
began, had proved that the emboss- 
ing was best accomplished after 
the polyethylene coating had been 
applied. Eilert then printed the in- 
side front cover, using a rubber 
plate. (The only material printed 
on the inside cover is a brief mes- 
sage in a lower corner calling at- 
tention to the polyethylene coating.) 

As might be expected in a pio- 
neering endeavor, some production 
difficulties were encountered in pro- 
ducing the covers. One arose be- 
cause the job was originally planned 
for U.S.I.’s own paper coating ma- 
chine at its technical service lab- 
oratories in Tuscola, Ill. A_ last 
minute switch to a commercial 
coater resulted in a change in me- 
chanical specifications, necessitat- 
ing certain adjustments. 44 


Glass Brochure . . Glass architecture of 
New York’s Astor Plaza building, cur- 
rently under construction, inspired 
‘“‘glass’’ covers for building’s promo- 
tional brochure 





ee 


cee. Ser eaeieel 


LOUIS W. DAWSON, President, Mutual Of New York, explains why: 


“These papers must last 100 years’’ 


“Passed from generation to generation, our life 
insurance policies may have to last 100 years 
or more. Time is the ultimate test of paper 
quality —and in these policies we use cotton 
fiber papers exclusively.” 


For every important use .. . for impressive 


letterheads as well as lasting records . . . suc- 
cessful businessmen choose cotton fiber papers. 
Flexible, white fibers of purest cotton, crafted 


with expert care and precision equipment, cre- 


ate papers of exceptional beauty, strength and 
endurance. [hese are papers that perform as 
handsomely as they look and feel . . . in busi- 
ness and social stationery, onion skin, index, 
ledger, drawing, tracing and blue print papers. 

Make sure the papers you use are made with 
cotton fiber —25% minimum up to 100% in 
the finest grades. Ask your printer or supplien 
for more information. 


Cotton Fiber Paper Manufacturers, 122 E.42nd St.,N.Y.C. 


PAPERS 


BETTER PAPERS ARE MADE WITH COTTON FIBER 


LOOK FOR “COTTON” 


OR 


“RAGS” 


IN THE WATERMARK OR LABEL 
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Stands out in any gathering 


ZIP-STRIP Envelope by CUPPLES-HESSE 


No question about it. The new Zip-Strip by Cupples-Hesse, per- 
forated near the end of the envelope for lightning-fast opening, 
stands out like a king on a throne, makes your correspondence as 
welcome as a queen for a day! 

Visit Us at DMAA — Booth No. 51 
St. Louis, Sept. 10, 11, 12 — Chase Hotel For envelopes that can help you produce results more rapidly, 
write Cupples-Hesse for samples. 


4 
Since 189° : 


CUPPLES-HESSE CORPORATION 

- 4110N. Kingshighway, St. Lovis 15, Mo.—EVergreen 3-3700 

producers of fine quality +: CUPPLES-HESSE CORP. of Michigan 
paper products ‘: 3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 
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Ways to Add 


Imagination to your Direct Mail 


The pressure of increased costs in direct mail is forcing greater 
attention to increasing its impact. A respected authority here 
presents nine areas in which direct mail advertisers should be 


able to get greater return as the result of brighter thinking. 


By Lawrence G. Chait 
President, Lawrence G. Chait & Co. Inc. 
New York 


There are at least nine areas in 
which our imagination can really 
swing free in our preparation of 
mail advertising material and I 
would like briefly to discuss each 
of these nine facets of direct mail 
effort. 


1. People and propositions . . 
Basic to any sound direct mail 
effort is careful analysis of the prod- 
uct or service we have to offer— 
and of its usefulness to a given 
group of people at a given time. 

In a lush economy we can almost 
afford to let our product or service 
stand on its own two feet; describe 
it as well as we can, and price it as 
well as we can, and leave the rest 
to the good judgment and fairness 
of the potential buyer. 

But when things get a little rough 
—and it becomes harder to sell— 
then people have a habit of looking 
for something “a little more.” That 
is, they want that something extra 
which will overcome their normal 
inertia and resistance and push 
them over the buying barrier. 


> Now in much of the advertising 
we see around today it is noticeable 
that the words are getting shriller 
—more frenzied and more frantic 
—but the basic proposition of sale 
has not been changed. 


People want to know about new 
things—they want to know about 
advantages which accrue to them 
from a purchase. 

It’s apparent from all the state- 
ments on savings banks deposits 
that there is plenty of money around 
—and that people will spend it if 
you will give them a good reason 
to. 

The trouble is, too many adver- 
tisers have gotten into a rut and 
have failed to analyze the “proposi- 
tion” with which they surround 
their product; with a view to re- 
furbishing it and adding some new 
romance and glamor to arouse the 
consumers interest. 


>» Thus before you sit down to pre- 
pare a new direct mail piece today 
—or to continue mailing the old 
one—you ought to sit back in your 
chair for a while and think through 
the public offering you are making. 
Try to put yourself in the shoes of 
the prospect who has some money 
jingling in his pants pockets but 
who is reading very gloomy news 
in his daily newspaper. 


e If you were in his spot, would 
you be attracted to the same old 
deal? 

e What new advantages can you 
create for your product or service 
that would be attractive to you if 
you were in the consumers spot? 


@ Have you done enough to bright- 


en up your offer of sale and make 
it more palatable and more de- 
sirable? 


No mailing piece is going to get 
off the ground today unless you 
build this little “something extra” 
into it. 

So this is where your imagination 
must start to work! 


2. Motivations and mailing lists 
- « Once you've thought deeply 
about what I have called your 
“proposition” of sale then your mind 
must swing free as to the nature 
of the people to whom you would 
sell. 

This brings us to that lovely word 
which is so much talked of today 
“motivations.” 

In direct mail we talk about mail- 
ing lists, when what we _ probably 
should talk about is this very word 
motivations. 

Unless you have pretty well fig- 
ured out what motivates your po- 
tential buying audience you can’t 
do a very good job of analyzing 
mailing lists—which represent peo- 
ple having a given set of motiva- 
tions, as indicated by their current 
socio-economic status or by 
past buying habits. 

Now every good advertising text 
book contains a pretty fair sized 
list of the basic human desires and 
needs which impel us all into ac- 
tion along various lines. Your prod- 
uct or your service must be re- 
lated to those needs and desires 


their 


© How often have you thought of 
your sales problem in those terms? 


® How often have you thought of 


This article is based on a speech de- 
livered at the Ft. Worth-Dallas Direct 
Mail Day Seminar. 
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Tri PMT tM le ti ae 


GS hove everything thal 's old: 
ld fit nde, old limes, 
old manner, old Fooks, 


odd cedres. OUNER GOLDSMITH 1728-1774 


ADVERTISING SERVICE 


+ WA 2-9560 


NUE 
OUTH WABASH AVE Since 1919 


d Resourceful Service 


$21 $ 


Fast an 


_- Reasonable too! 


o Mime address 9 
* Me 


em . . 


AT NO EXTRA COST 


YOU GET 
ALL THESE EXTRA'S 


WITH i Castichnome’ 
NATURAL COLOR POSTCARDS 


BY COLOURPICTURE 


COMPLETE CREATIVE SERVICE — 
from idea to finished product. 

2. TOP QUALITY — Plastichrome 
offers the finest reproduction you 
can buy. Winners of Lithogra- 
phers’ National Association 
Award the last four years. 
SERVICE — prompt, efficient de- 
livery when you need it. 
VERSATILITY — a complete as- 
sortment of postcards, albums, 
folders, broadsides and brochures 
from — 24%," x32" to 21" x 22”. 

5. PRICE — a complete sales pro- 
motion campaign for a penny or 
less per piece. 

WRITE FOR COMPLETE DETAILS AND IDEA FILE 


COLOURPICTURE PUBLISHERS INC. 


Dept. B-1 400 Newbury Street, Boston 15, Mass. 
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mailing lists in those terms? 

In direct mail, quite unlike other 
media, we not only think we know 
what a given buyer or group of 
buyers will do—his appearance on 
a list of buyers of a given product 
or service enables us to know as a 
matter of fact and record what he 
has done. 


>» And even beyond the lists of mail 
order buyers who identify them- 
selves in this fashion, we mail or- 
der sellers have the advantage to- 
day of mailing lists which are care- 
fully stratified as to socio-economic 
characteristics of individuals and of 
groups within the total population. 

Thus we are able to get at definite 
information about such things as 
the value of a man’s house, the kind 
of car he drives, the median educa- 
tion level of the area in which he 
resides, his indicated income—and 
a great variety of such yardsticks 
which we can use as guides to very 
sound and accurate mailing list se- 
lection practices. 


3. Copy—Words that Sing and 
Sell . . The writing of good direct 
mail copy imposes some very special 
problems upon the copywriter and 
at the same time opens up to him 
new opportunities for dramatic 
copy development. 

Any communication by mail is 
surrounded by a very special aura 
of receptiveness on the part of the 
prospect. To a very great degree I 
feel that we fail to take advantage 
of the fact that the receipt of mail 
is a very welcome thing to most 
people. There is only a very minute 
fringe of exceedingly busy top ex- 
ecutives who ever legitimately com- 
plain about the receipt of too much 
mail. 

But in most of the homes across 
the land you will find the house- 
wife literally hanging over the 
doorstep at the appointed hour for 
the mailman’s arrival each day. 
Mail is eagerly scanned in the home 
and in the office—and in the home 
particularly it is exposed to the 
readership of virtually the entire 
family circle. 


>» Now in writing our copy we have 
an opportunity to develop this in- 
terest in-mail . . . and to develop a 
very personal feeling between the 
copywriter and his reader. 

I think our mail advertising prose 
can be a lot more colorful and a lot 
more personal in feeling than would 
ever be advisable in other media. 


4. Layout to Catch the Eye. . 
Direct mail is often referred to as 
the most flexible of all advertising 
media and yet it is disappoint- 


ing to see how little this flexibility 
is employed in terms of basic lay- 
out of letters and mailing pieces. 

I think it is fair to state that the 
caliber of layout work being done 
in the direct mail field is probably, 
and generally, less competent than 
is the case with the rest of the print 
media field. 

I don’t know why this should be 
so, because certainly there is un- 
limited opportunity in this medium 
for us to urge an artist to his maxi- 
mum effort. Too many advertisers 
who use direct mail have fallen into 
a layout pattern or 
this should not be so. 


formula, and 


>I think you ought to approach 
the layout of the direct mail piece 
and alert your artist to approach 
your mail as a blank sheet of paper 
which must be brought to life with- 
out any preconceived notions. 

The layout should lend itself to 
the dramatization of your copy 
points and should catch the eye at 
those points to which you want to 
give maximum emphasis. 


5. Illustration—a Message with- 
out Words .. Once you have 
adopted your basic layout for the 
mailing piece, you should turn your 
attention to the illustrative material 
which will heighten the eye-ap- 
peal and the dramatic effect of your 
mailing piece. 

Here again is an area to which 
too little attention has been paid 
in direct mail. 

It is true that a certain few de- 
partment stores around the coun- 
try have applied the same excellent 
techniques their artists use in news- 
paper illustration to product illus- 
tration in direct mail. And yet that 
same quality has not penetrated to 
the mass of direct mail users, if my 
own observation is valid. 


> Many times I have seen direct 
mail practitioners struggle for hours 
over a sentence or paragraph of 
copy—and it is right for them to do 
so. 

But the same point they are try- 
ing to make in words might very 
frequently be made far better with 
a photograph or with a line or wash 
drawing, which might well replace 
entire sentences, entire paragraphs 
or even entire sections of a mailing 
piece. 

After we have finished writing a 
piece in our shop, our check list in- 
cludes this necessary warning: 


@ Would a picture do it better? 


You might want to hang that 
same warning line above the desks 
of your copy team. 


6. Color To Please, Placate and 





TENSION 


Toueh'n Seal 


ENVELOPES | 
they seal 20% faster! 


best for bulk... | 


g mailing costs wash away your profits. 


Don’t let risin envelopes. They seal 


Change now to Tension Touch ‘n Seal 
without moisture. You get.-- saietaneeaictiaith 
‘Fi rr ce for your third-cic ail. 

3 \ pe ar site or larger in either dimension go in the 

pa fully aed under Post Office regulations. 


| 
a g ouc n Seal saves O 1e complete step 
rm ilin . T uU h 


2. Easier, faste ts — flat or bulky — without 


in mailing. Handles any shape inser 
popping flaps. 


So 
SNVE To ® 


POSTAGE RATES UP 


ei Sas << egy aa 


Labor Costs Send Mailing 
Expenses Soaring 


SAVE ON EVERY 
MAILING WITH 
TOUCH ’N SEAL 


Whatever kind of mailing 
you do — correspondence, 
catalogs, sales letters, di- 
rect selling of merchandise 
—Tension Touch ‘n Seal 
can cut your costs. 


Jat 
So, ; 


B25. 74 
Fae 


“Ae. 


wea 


Touch ‘n Seal saves you 
money in mailings or pack- 
aging because you handle 
these envelopes faster. No 
moisture. No complicated 
sealing operations. Just 
press — Touch ‘n Seal is 
ready for mailing. Write 
or call your Tension repre- 
sentative for Free Samples. 


Ready for immediate delivery in 
these sizes: 
Open End 
3, 5%, 7 coin 9 x 12 
45%e x 634 92 x 122 
62 x 9/2 10 x 13 
72 x 1012 10 06x 15 
Open Side 
63%4, 73%, 9, 10 
Special sizes and designs 
TAILORED TO REQUIREMENTS 
Write or ask your 
TENSION REPRESENTATIVE 


Here’s why Touch ‘n Seal works faster... 


Eliminates one complete step 

moisture. No in’ mailing operation. No 

Raise flaps, “popped” flaps. Ideal for flat 
or bulky mailings. 


Seals without 
water needed. 
press, seal! 


Saves complicated packaging 
procedures at point of manu- 
facture or point of sale. Elim- 


inates staples, tape, glue. Just 
press! 


TENSION ENVELOPE CORPORATION 


815 East 19th Street, Kansas City 8, Missouri 


355 For new, creative envelope ideas 
SEE US AT BOOTHS 74 and 75 « 


DMAA Convention 
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DIRECT MAIL HAS BEEN OUR 
BUSINESS FOR OVER 25 YEARS 


eM lie PP 
LETTER & MAILING 
SERVICE 


DOES It FASTER! 


You can count on Marie to handie your complete 
mailings — and be assured of prompt and ac- 
curate services. 

Work mailed for you or delivered to you. Marie 
has been handling all mailing details for a wide 
variety of clients for more than 25 years — 


Multigraphing ° Fill-in on Multigraphed 
letters * Planographing * Addressing ° 
Mimeographing * Printing * Addresso- 
graphing * Auto-typed letters. Also 


Addressograph list and hand-list main- 
tenance. 


Call Wabash 2-8655 and Just Ask For Marie 


a Lider Hi 


431 SoutH DEARBORN STREET 
Cuicaco 5, ILu. WABASH 2-8655 


a DRAMATIC } 
SALES CALL } 
COS 


OS? Ter 


333) 


Full Color Crocker 
Mirro-Krome 
Advertising and sales 
promotion cards cost less 
than l¢ a piece. The dramatic 
sales punch of your product 
or service in full color 
illustration on sparkling 
Mirro-Krome cards builds 
your sales. Use M-K cards 
for direct mail, samples, 
/ point-of-sales 
merchandising. Dept. AR-9 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 1151 W. 6th New York, 23 E. 26th 
Detroit, 16801 Wyoming Baltimore, St. Paul & 24th 
Seattle 322 Colman Bldg. Portland, 1325 S.W. 13th 
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Push .. The sixth item in our 
“imagination check _list’—color 
has, fortunately, come in for in- 
creasing attention from direct mail 
users in recent months. 

In this connection, I should like 
particularly to mention the job be- 
ing done by Look. 

Lester Suhler and his staff have, I 
think, been doing a magnificent job 
of designing eye-catching pieces 
with maximum utilization of bright, 
rich color. 


> The same might be said of Book- 
of-the-Month Club, which has ap- 
plied some wonderful color tech- 
niques, particularly to outgoing en- 
velopes. 

In the recent announcement of 
the cooperative venture between 
RCA Victor and _ Book-of-the- 
Month Club on records, I thought 
the envelope was a magnificent ex- 
ample of the direct mail practi- 
tioner’s art at its best. 

Book-of-the-Month employed a 
four-color process reproduction of 
an oil painting on its envelope and 
the color and the illustrative tech- 
nique used was indeed such as to 
arouse compelling interest in the 
message contained within the en- 
velope. The mailing, needless to 
say, has, by all reports, been tre- 
mendously successful. 


> 1 should emphasize in this con- 
nection that our various check 
points throughout this section of 
my talk apply to every element in 


Two Pronged Campaign . 


the mailing—not simply to a letter 
or folder itself. 

You've got to apply these con- 
siderations to every item that goes 
into the mailing—the envelope, let- 
ter, folder, reply card, or anything 
else that helps make up the total 
impact of your mailing piece. 


7. Shape — Ancient Instinct 
Arouser .. Unfortunately, another 
much-neglected area among direct 
mail practitioners is the question of 
shape and design of the mailing 
pieces. 

Fortunately, again, there are some 
outstanding exceptions—men and 
women who are experimenting to 
the full dimensions of the endless 
range of possibilities offered in this 
medium. 

Direct mail can be round or 
square or oblong—it can be die-cut 
or perforated or can pop up—and 
can do a multitude of things virtual- 
ly impossible in any other print 
advertising medium. Yet we see all 
too little of this flexibility em- 
ployed. 


» Recently, such practitioners as Bill 
Baring-Gould of Life and Dick 
Benson of American Heritage have 
begun to experiment with such 
things as die-cut windows on their 
outgoing envelopes. 

Bill has a piece in the mail now 
which emphasizes Life’s “Whale of 
A Buy” theme. The back of the en- 
velope is die-cut in the shape of a 
whale to help dramatize the whole 


Aimed at both machine operators and metal buyers, this 


direct mail campaign included booklets, technical sheets, and a slide calculator. Be- 
cause of the utility of many of the pieces, Kaiser expects them to do a selling job over 


a long period of time. 





For non-glare, 
easy readability 


print your 


C O AT E D BOO K 


Halftones 

have a soft, 
photographic texture 
with full sharpness 


of detail. 


AERIAL VIEW 
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APPLETON COATED 


MILL 
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Polychie 


is also 

extensively 

used for | CATALOGS 
BROCHURES 
HOUSE MAGAZINES 
FOLDERS 
4-PAGE LETTERS 
BOOKLETS 
MAILING PIECES 


All eight colors, plus white, provide 
a versatility of choice to harmonize 
paper with printed message. Prints 
equally well, letterpress or offset. 


SOFT 
PASTEL 
HUES 


WRITE for the Polychrome Portfolio 
a ae ee containing paper samples and specimens 
plied on special order in 5000 Ib. quantity or more | of attractive jobs printed on Polychrome. 


Member Wisconsin Paper 
Group — fast poo! ca 
Y ts ke service 


throughout the United State 


Visit Booth #21, DMAA Convention, l a Ye T H E A P P L E T 0 N C 0 A T E D 


Chase-Park Plaza Hotels, St. Louis, 


September 10-12 F Ky pe Pp A P E R C 0 M 9 A N Y 
we: 1200 N. Meade Street 
APPLETON, WISCONSIN 
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Life sales promotion theme. 


» Dick Benson and Frank Johnson 
of American Heritage are employ- 
ing really beautiful mailing pieces 
to sell their beautiful product. 

They ve gone in for die-cut, cello- 
phane windows, four-color process 
illustrations on their letterheads, 
and are trying to develop this whole 
area to its full extent. It is visual 
impression that catches the eye and 
arouses the instinct when a letter is 
placed before us—let’s pay more at- 
tention to this vital ingredient of 
direct mail success. 


8. Gadgets—Extra Added At- 
traction . . There are many pit- The quality of halftone reproduc- 
falls in the use of gadgets as parts A : 

; sai : tion is a pleasant surprise ... 

of mailing pieces—and yet when 

they have a legitimate point to 


make, or when they help illustrate with 

a point, gadgets can be a really val- OFFSET PAPER 

uable added entry as you apply 

your imagination to creating effec- : 

ae et a a \ You can pay more for offset papers but you 

a aoe — co ie ; can’t buy better quality than Bergstrom’s 
é ts use ‘ é 


THOR! Outstanding blue-white brilliancy, 
and related way can add to the re- 


a, opacity, flatness. Write for free samples and 
i name of nearest distributor today 
help you to create a_ favorable 


product impression. 


9. Offer—That's What They BERGSTROM 


Buy .. At the very beginning of PAPER COMPANY ¢ NEENAH, WISCONSIN 


this section of my talk, I mentioned venient tei 
the proposition of sale as being of 
vital importance. 
T 4: P . 
Now the proposition of sale is the 
product itself, the form it comes in, 


its frequency of availability, its ad- a ' 
vantages, its convenience features : ; 
and all of those things which de- 


fine your product proposition in the 


minds of the prospect. Sa: - 

That is. of course, where all 
s : ss = sees 
sound advertising and certainly all : : 


good direct mail must begin. ‘ ; 
5 ¢ ade Yes, we’re proud of the customers, 
It is the offer which takes the Bes y : Ee 
or ; : in cities across the country, served 
proposition and puts a price tag on 
it by our four color process department. 
And beyond the price tag, the 
offer may provide premiums or 
gifts or special payment privileges 


sultfulness of your mail and can Us te 
i 
4 


And pride keynotes our approach 
to every job. Nothing is acceptable 
: , , : TSS excepting printing plates of highest 
or things of that kind, which again a4 4) ‘2 Ww quality and unmistakable fidelity to 
— to get the buyer over the bar- Pas NW Pat \ copy, produced on time, and priced 

ore sensibly. 


> Price is a pretty important factor MUN ¥y NOTE: We have special facilities for 


in buying and selling—once again! 
People are looking at price tags and 
rubbing their eyes a lot harder ek AN: 

than they have for some years past. ase i e Phone ANdover 3-7400 


Thus, it becomes necessary for 


R.O.P. newspaper color. 


a TWO PLANTS AT ONE 
you to evaluate your offer, i.e., your LOCATION UNDER 


product and its advantages in re- e WR 2 ONE MANAGEMENT 
lation to the price at which you 
would sell. eo ny © 
Ftd | a 1 (a; ee eee 
Your imagination must be applied AY . (oe 
here with special emphasis and with as | Ma Ree eee ean 
a special understanding of human PON SN J . G G CO. 
wants, desires and purchasing ca- eR ; 210 SOUTH DESPLAINES STREET 
pacity as applied to the economic eye : i CHICAGO 6. ILLINOIS 
situation of this moment. 44 ¢ 
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zany Annual Report 
Brings Wide Response 


By Kenneth R. MacDonald 


For a corporation annual report 
to be read from cover to cover by 
anyone other than a stockholder is 
considered “unusual,” to say the 
least. And for an annual report to 
go into a “second edition” is prac- 
tically unheard of. 

This, however, is the exact history 
of the current 10th annual report of 
Granny Goose Foods, Oakland, Cal., 
manufacturers and distributors of 
potato chips, corn chips, Cheese 
Nibbles, Dip Chips, Barbecue Chips, 
Krazy Korn, a full line of nuts and 
other snack products. 


>» Carrying the title “1948-1958 — an 
unusually backward glance into the 
History of Granny Goose,” this an- 
nual report is a triumph of wit and 
whimsy over stuffiness and dull 
facts. 

It was produced, at a cost of 
$3,500, by the San Francisco office 
of Brooke, Smith, French & Dor- 
rance of the Pacific Coast Inc., the 
agency which handles all of the 
Granny Goose advertising. 

Owned and operated by two com- 
paratively youthful © principals, 
Mervyn Wangenheim Jr., 40, and 
Peter K. Wanger, 38, Granny 
Goose was started in 1948 at Oak- 
land. Today the company operates 
additional plants in Sacramento 
and Fresno and has a total of 465 
employes. 


Whimsical Chart This 100% plus 
pie chart is the graphic counterpart of 
the illustrations that contribute little in- 
formation, 


but many a chuckle, to an 


unusual annual report 


The first year of its existence the 
company had a total volume of 
$320,000. The volume for 1958 is 
expected to exceed $10,000,000. 


> For the past several years both 
Wangenheim and Wanger have 
cherished the idea of putting out 
a zany picture story of the Granny 
Goose history and operations. 

“This year,” the two men ex- 
plained, “with the company cele- 
brating its 10th and most success- 
ful year in business, we decided the 
time was right to put our project 
into action. 

“In directing a 
annual 


humorous 10th 
report to our grocer cus- 
tomers,’ Wangenheim and Wanger 
declared, “our purpose was pri- 
marily to project to the trade the 
idea that Granny Goose is _ not 
only a growing and progressive firm, 
but one with which it is fun to do 
business.” 

BSF&D was instructed to make 
the “Report” completely off-beat 
and both Wangenheim and Wanger 
enthusiastically contributed ideas on 
how to spoof the company opera- 
tions. 


» Agency account executive Parker 
Wood Jr. assigned the project to 
copywriter Carol Pauker and art 
director Jack Keeler, both of whom 
spent many hours over a period of 
several months digging up picture 
ideas from various files. Other pic- 
tures were specially San 
Francisco Chronicle photographer 
Ken McLaughlin and by commer- 
cial photographer Bob Skelton. 
The result of the “backward 
glance into history” has 
steady stream of 


shot by 


been a 
congratulatory 
letters and phone calls and the first 
run of 7,000 copies was exhausted 
almost immediately. It has now gone 
into a second run of 2,000 copies. 

“Interest in the whacky 
port,” declares agency executive 
Wood, “has spread far beyond the 
grocery field and _ requests for 
copies have come in from financial 
and industrial officials, advertising 
agencies, public utilities heads and 
the general public.” 

One Granny Goose salesman re- 
ported having his truck stopped 
on the Bay Shore Highway by a 
shiny black limousine whose pas- 
senger identified himself as a mem- 
ber of the San Francisco Stock Ex- 
change and requested a copy of the 
“Report” on the spot. 44 


re- 





Meet Today’s 


Mimeograph: 


Sales Promotion’s 


Most Improved Tool 


if you think of the mimeograph as a low-quality substitute 


for more expensive processes, you ought to take a good look at recent 


advances, including the new equipment and the electronic 


methods for cutting stencils. 


After 75 years, the mimeograph 
has come of age. 

If you think of this venerable 
stand-by as just another mail room 
gadget for the production of 
routine office forms and _ straight- 
typed-matter bulletins—or perhaps 
as an ink-encrusted Devil’s Device 
for ruining stock, tempers, and the 
operator’s clothing—you’re missing 
out on one of the most versatile 
advertising and 
tools currently 


sales promotion 
available. Mimeo- 
graphing today can do many of the 
jobs customarily assigned to offset 

including reproduction of in- 
tricate line art, half-tones, and color 
work. And it does them at a frac- 
tion of the cost. 


> Behind the improved performance 
is what amounts to a mechanical 
rebirth in recent years. Thanks to 
a fundamental change in the na- 
ture of the process, the fading and 
fuzziness, or “feathering,’ which 
used to be considered characteristic 
are gone. Modern inks’ produce 
sharp, clean, crisp-looking copies. 


> Two major advances in particular 
have vastly extended the scope of 
the mimeograph: 


1. Electronic stencil cutting ... It 
is now possible to produce stencils 
from original graphic or typed ma- 
This article has been based on mate- 
rial furnished to AR by Mort Wiener, 
Bohn Duplicator Corp., New York. 


terial in a matter of minutes. The 


original copy is fastened to one side 


of a revolving drum, a special plas- 
tic stencil to the other. A photo- 
electric scanner moves across the 
original copy as it revolves, and 
transmits impulses corresponding 
to the lines and dark areas in the 
original through a recording stylus 
which cuts tiny holes in the blank 
plastic stencil. 

This stencil can then be run off 
on any mimeograph machine, pro- 
ducing up to 15,000 sharp copies. 
A cutting definition of up to 750 
lines per inch is possible, and line 
art, maps, type, and 65-screen half- 
tones can be reproduced as well as 
typing, handwriting, etc. Electronic 
stencil-cutting service is available 
through mimeograph 
about $3.50 per stencil. 


dealers at 


2. Faster and simpler adaptability 
to color With most models 
of today’s mimeograph, it is possi- 
ble to change over to a_ second 
color in a matter of three or four 
minutes or less. In addition, regis- 
tration is better than ever before 
as close as 1/24”. 

This, coupled with the effects 
possible as a result of electronic 
stencils, permits  three-and-four 
color work that very few observers 
would 
mimeograph. 


believe was produced by 


> Many observers’ believe _ that 
mimeographing is now at the start 


of an upsurge in popularity that 


will dwarf past successes. Every- 
body is using it 
ufacturers, 


ad agencies, man- 
banks, liquor 
auto dealers, 


stores, 
associations and 
churches. And the results many of 
them are getting would make an 
offset printer take off his hat 


@e Several ad agencies use their 
mimeographs to 
presentations, 


graphed 


prepare _ sales 
mounting 


sheets in 


mimeo- 
rich-looking 
presentation books and _ illustrating 
them with 
photos. 


photographs or copy 


e The 


some time conducted regular mail- 


Saturday Review has foi 
ing campaigns selling subscriptions, 
offering books, polling readers, etc. 
It now plans to pre-test the effec- 
tiveness of these mailers by run- 
ning them off from electronically- 
prepared stencils and mailing them 
to sample lists in advance. 

e Trendex formerly produced 
weekly rating sheets by offset. It 
now finds it can turn them out 
faster and much more inexpensively 
with mimeo 


@ The National Review, when un- 
able to fill all requests for tear 
sheets, simply runs off additional 
copies by 


means of. electronic 


stencils. 


® Other firms use mimeographing 
to produce such diverse items as 
price lists, travel itineraries, letter- 


heads, gummed labels, estate ap- 
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APY Te Paying 

Ist CLASS POSTAGE for 

3rd CLASS Tia sitet Wa 
as 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex... letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


ONVELOPE CORPORATION 
3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


3000 FULL COLOR 
POSTCARDS 


FULL PRICE— 
NO HIDDEN CHARGES! 


This price is all inclusive. Simply send 
us your 4 x 5 color transparency for 
the finest reproduction you can buy! Re- 
sults absolutely guaranteed — delivery 
time about 8 weeks. Price includes 50 
words standard type printed on back. 


@ Quotes on 
longer runs 
by request 


@ Samples 
of work 
gladly sent 


HALO-COLOR 


141 King Street * San Francisco 7, Calif. 
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ANNUAL REPORT 


Mimeograph Art 
Produced with an 
electronically-cut 
stencil, this 
specimen has been 
run through machine 
twice to show fine 


registration possible 


praisals, and, of 
organs. 


course, house 


The mimeograph’s 
and _ sales 


advertising 
promotion _ possibilities 
are virtually unlimited. It can he 
used to produce 
traffic-forms, 


releases, 
contest bulle- 
tins, post cards, ad reprints, radio 
and tv scripts, multi-colored flyers, 
French-fold mailers, etc. 


press 
sales 


> Mimeo specialists suggest these 
devices to help you get better re- 
sults: 


1. When reproducing typewritten 
matter, as in a direct mail letter, 
use gray ink. This approaches the 
actual color of typing much more 
closely than black, and makes 
closely-matched fill-ins possible. 


2. For sales bulletins and contest 
results, pre-printed sheets. are 
available with appropriate head- 
illustrations printed in 
colors around the edges or in the 
background, and space for indi- 
vidually prepared messages to be 
added by mimeograph. 


lines and 


A wide assortment of seasonal 
and_special-event messages and 
campaigns is available from a num- 
ber of stock art suppliers. Of course, 
these can be prepared by the user 
himself by simply running = an 
identifying slogan or picture on a 
quantity of stock by means of an 
electronic stencil. Special messages 
can then be over-printed week 
after week in a second color. 


3. A variation on the above is to 
have stock headlines or artwork 
prepared on an electronic stencil, 
then to cut out these inserts when 
needed and strip them into a reg- 
ular typed stencil with stencil ce- 
ment. This permits special graphic 
material and straight typing to be 
reproduced on _ short 
single run. 


4. When 


notice, in a 


pasting up material for 


electronic reproduction, a dash of 
ingenuity can go a long way. In- 
stead of ordering expensive type 
and artwork—typewritten ma- 
terial can be enlarged, reduced or 
reversed by statting for headlines 
and body copy, art and lettering 
can be picked up from stock bro- 
chures and catalog sheets, and 
half-tones from newspaper ads can 
be used without further screening. 
Two-color effects can also be stim- 
ulated by running a single color on 
different-colored stock. 


S. For folders, house organs, etc., 
specially-ruled stencils are avail- 
able to help position the copy. For 
added_ effectiveness, of course, 
right-hand margins can be justified. 


> You'll pick up other tricks and 
short-cuts on your own. For, aside 
from its speed, convenience, and 
economy, the mimeograph has ac- 
quired a professional reproduction 
quality and flexibility that permits 
considerable improvisation. a4 


New Names... 


Prospect Variety Seen 
In New Directories 


If you’re in the process of making 
up new prospect lists or revising old 
ones, the following directories, now 
currently available, may be of inter- 
est to you. 


Middle West 
Publicity Media 


Revised and ex- 
panded, this new 
issue of the Middle 
West Publicity Media directory in- 
cludes deadlines and mechanical 
requirement information as well as 
many more names. 

It completely blankets the middle 
west and places particular emphasis 
on the various services located in 
Chicago and the vicinity 





Newspapers have been cross-ref- 
erenced to _ indicate ownership, 
listed by area, but linked by pub- 
lisher. 

Copies are priced at $6 and may 
be obtained from the Keystone 
Press, 106 E. Hubbard, Chicago 11. 


U.S. Exporters Over 25,000 ex- 
And Importers porting and im- 

porting companies 
in the United States are listed in 
this new edition of the “American 
Register of Exporters and Import- 
ers,” 

All headings and indexes are in 
French, Spanish and German as 
well as in English. 

Copies are priced at $15 domestic, 
and $16, overseas, postpaid. The 
American Register, 444 Pearl St., 
New York 38. 


County Agents The 438rd_ edition, 
Directory this 1958 “County 
Agents Directory” 
contains over 15,000 of the most im- 
portant names in American agri- 
culture. Also included are the re- 
cent changes in the U.S. Department 
of Agriculture. 
It is listed at $5 and may be ob- 
tained from C. L. Mast Jr., 139 N. 
Clark St.. Chicago 2. 


Buckley-Dement Price and count in- 
Bulletin formation on a 

veritable wealth of 
lists guaranteed “fresh” and up- 
to-date by Buckley-Dement is 
available in Bulletin #158 of “Maii- 
ing List News.” 

Covering a range of sales interest 
from manufacturing industries to 
the medical market, the Buckley- 
Dement lists show a list count for 
the United States, and are priced 
per-thousand basis. 

While the bulletin shows only a 
portion of the lists available from 
Buckley-Dement, it does serve as a 
guide to what’s currently available 
and also points to some of the mail- 
ing service facilities offered by the 
company 


. for more details circle 911, page 137 


Variety Covering over 21,- 
Stores 000 chain and inde- 
pendent stores, this 
hard-bound, 594-page Variety Store 
Merchandiser directory contains a 
total of 35,000 verified listings. 
Listings include names and loca- 
tions of stores, telephone numbers, 
buyers’ names, and other pertinent 
information 
In addition it lists 1,600 jobbers: 
600 manufacturers’ representatives: 
1,200 manufacturers of store equip- 
ment and supplies; 6,000 manufac- 
turers of variety merchandise with 


re 


TOE Mea) 


EQUATOR 


me Index Bristol 


Long popular for scores of office and factory forms printing uses, 
Equator Index Bristol is now becoming a favorite of printers for 
advertising postcards. With its magnificent color range, Equator 
Index not only gives greater attention value, eye appeal, and 
variety to postcard mailings, but lets you add extra colors to 
mailings—without adding extra printing impressions. Ask your Sorg 
distributor for the Equator Index Bristol sam- : 

ple portfolio and for sample sheets for your 

own press-testing. 

And remember, for business forms papers— 

from manifold to tag—you can specify all 

your needs from one source... SORG! 


= 


ba ad 


ea 
ity 


SORG Stock Lines 


WHITE SOREX « CREAM SOREX e LEATHER EMBOSSED COVER e¢ PLATE FINISH » EQUATOR INDEX BRISTOL 
EQUATOR ANTIQUE e MIDDLETOWN POST CARD e 410 TRANSLUCENT ¢ No. 1 JUTE DOCUMENT 
SORG'S BLOTTING e BRILLIANT VELLUM ¢ REGISTER BOND ¢ TENSALEX e¢ GRANITEX ¢ PARCHTEX 


Offices in NEW YORK e PHILADELPHIA « CHICAGO e¢ BOSTON e ST. LOUIS e LOS ANGELES 


Your sales story can reach the professionals 
who buy or specify in the $3 billion 
promotion, production and 

merchandising market. 


How? In the pages of 


Advertising Requirements 
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5,000 products and over 10,000 brand 
names. Plus features include mar- 
ket statistics and charts providing a 
sales-barometer to trends in the 
field. 

List price for the directory is $30, 
and additional information can be 
obtained from Variety Store Mer- 


9 chandiser, 419 Fourth Av., New 
worid ot York 16. 


Hospitals’ The 1958 edition of 
Gg reatest Guide Issue the annual Hospi- 
tals’ Guide Issue 
giving vital statistics on hospitals 
pre rr su rr laste throughout the continental United 
States has been released by the 

American Hospital Assn 
Compiled from questionnaires 


sent to 6,818 hospitals, the guide 
Cpptodl gives 1957 statistics on hospital ad- 
missions for both inpatients and 
newborn, average time and money 
spent in hospitals per patient, num- 
ber of full and part-time profes- 
sional nurses working last year, and 
a multitude of other pertinent data. 
Copies of the Guide Issue may be 
obtained from American Hospital 
@ Poster Stamps elusive. But that sheet of paper, in et a aes eae 
@ Booklets the hands of a master craftsman, case-bound, $10. 


e@ Folders 


e@ Outserts « 
@ Seat Books Greatness is a relative thing, and 


truly is the beginning of premium 


: Brochure on Sales Letters 
@ Trading Stamps greatness. 


@ Coupons Gives Form and Prices 
@ Cutouts Lacking is a single ineredient— A comprehensive brochure show- 
i ~ : ing a variety of direct mail sales 
letters has been released by Curtin 
es : : & Pease Inc., under the title of “First 
salesmanship into the ink patterns a 
@ Labels | Aid to Sales. 
© Shelf-Talkers that complete the sheet of paper. Nine different types of letters are 
shown in the brochure including the 
Robotyped letter, the carbon-copy 
@ Fund-Raising Seals Eureka’s will sell for you. follow-up, the Execulith, the illus- 
‘1 ‘alti e trated, the “gadget,” the die-cut, the 
@ Foil Specialties headline, the multigraph, the pop- 
up, ete. 
Promotional Service Division Each of the methods used in the 
brochure is outlined as to produc- 
EUREKA SPECIALTY PRINTING CO. tion methods, costs, etc. Also in- 
Dept. 20 - Scranton, Pa. cluded is price information on re- 
ply cards and one-color envelopes. 


e Ad Specialties ' : ; ; ; 
. the imagination to build creative 
@ Stickers 


@ Programs Such imagination — yours, and 


. for more details circle 912, page 137 


Burrelle Details Facts 
On Value of Clippings 


The value of press clippings and 
. - the benefits such a service can offer 
lg atting verage a company are detailed in a factual 
folder from Burrelle’s Press Clip- 
xing Bureau, New York 
. bay : Information on how systematic 
Here Type Can oe SERVE You clippings can help a business in- 
cludes public relations, research, 
a product development and competi- 
J. M. BUNDSCHO, INC., Advertising Typographers | ies alli , ' 
A brief analysis of the Burrelle 
System operation is included in the 
back of the folder. 


- for more details circle 913, page 137 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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A report on the International 


Typographical Design Seminar 


at Silvermine, Conn., with a 


world-wide look at what’s hap- 


pening to typography all over 
the world. 


By Margaret Reynolds 


e Tomorrow's typefaces will be de- 
signed for “inhumans’—the data 
processing machines—as well as the 
ordinary reader. IBM designers 
have already prepared several sans 
serifs and other simplified faces that 
can be easily read by 
computers. 


electronic 


® On another front, photomechan- 
ical processes—especially offset 
printing—will dictate many type 
changes. Traditional faces like Gar- 
amond and Caslon may give way to 
others like Caledonia and Times 
Roman that reproduce better photo- 
graphically. 


@ Horizontal stress in type, as in 
the Egyptians and other extended 
faces, will gradually be replaced by 
vertically stressed faces (like the 
contemporary Palatino). 


e Future cold types will be better 
modeled and fitted, will take reduc- 
tion and enlargement without no- 
ticeable distortion. The avalanche of 
photo-designs will subside, with 
“sports” and freaks, like the lusher 
display types of the mid-Nineteenth 
Century, weeded out. 


> These were a few of the forecasts 
at the New York Type Directors 
Club seminar on “The Art and Sci- 
ence of Typography,” held recently 


Ad with Shock Effect . 
is typical, said seminar participants, of 
today’s typographic effects which de- 
pend on shock for 


This subject 


results Norman 


Gollin, designer 


in Silvermine, Conn., and New 
York. Designers from England, Ger- 
many, Italy, The Netherlands, Japan 
and the United States took part in 
a rapid crossfire of ideas during the 
three-day meeting. Exhibits were 
there to buttress the talks and told 
concretely of differences between 
the American and European ap- 
proach. 

Cipe Pineles, art director of 
Charm, summed up what many ob- 
servers felt while looking at the 


New York club’s exhibit. “If I 
wanted to win a type director's 
award,” she said, “ I'd start with one 
short word (preferably three or 
four letters long) and make it big. 
And if, unfortunately, any text went 
with it, I'd set that in 5 pt. Gothic. 
For illustration, I'd use a_photo- 
graph, very small, in the white 
space inside one of the display 
letters.” 

Referring to this as “the age of 
the ampersand and piggyback Goth- 


bl ody 


NOSe 


OT 


blooming 
FOSE? 
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ic,’ she reminded listeners that type 
usage had much in common with 
the fashion world from which she 
comes. “Have your trends. But don’t 
think they 1] last forever. And don't 
be so serious about them.” 


>’ Much of the American work on 
display was vigorous and full of 
energy. But it depended heavily on 
shock effects—and shock, like much 
else, is subject to the law of dimin- 
ishing returns. The reader, like the 
model in Norman Gollin’s ad for 
The Dreyfus Company, gets a right 
to the jaw. And he goes away a 
little punchy, too. 

If the Europeans depend 
on the sneak punch 


more 
on the delayed 
effects of humor, on the repetition 
of typefaces, on experiments with 
leading and white space—the rea- 
son may be simply that they don’t 
yet face the fierce competition of tv 
for the viewer's attention. But all 
the panelists recognized that future 
ads must be for the man on the run, 
exposed to a wealth of 
That's why posters, magazine and 
newspaper advertising will contin- 
ue to set the typographic pace, rath- 
er than book design. 

One influence shared by Ameri- 
cans and Europeans was that of Piet 
Mondrian, the Dutch artist whose 
arrangement of line and space 
seemed revolutionary a generation 
ago. It’s entirely possible that his 
greatest impact has been not in the 
art world as such, but in typo- 
graphy. Even the more conservative 
designers freely acknowledge their 
indebtedness to him. 


visuals. 


> A tour of the European exhibits 
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New Old-Fashioned 


back in style in modern design 


Antique art is 


Lionel 
Kalish, designer 
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Piggyback Gothic 
Today’s fashion in 
typography, says Cipe 
Pineles. Tom Huestis, 


designer. 


revealed no striking national differ- 
ences but underlined many of the 
speakers’ points: 


® Look for new, improved serifless 
faces—what we call gothics, the 
Europeans grotesques. Microgram- 
ma, from Nebiolo Typefoundry (see 
AR, February), is a good example. 
No longer can a serifless face sim- 
ply be a geometric drawing; it must 
have more modeling and color. Re- 
cent faces like News Gothic and 
Standard are far more readable 
than the classic sans serifs, in which 
l’s and is, a’s and o’s are constantly 
confused. 


e No new text faces may be ex- 
pected for a while, but many mod- 
ern European faces like De Roos 
and Palatino will move out of the 
handset class and onto the machine. 
Correspondingly, faces with delicate 
serifs will probably be modified to 
meet photomechanical demands. 


e Letterpress printers may copy 
some German experiments’ with 
short-run color work. At the design 
school, Hochschule fuer Gestaltung, 
pupils used preprinted sheets or 
posters, varied the colors with sepa- 
rate runs. They also shifted design 
elements (line cuts) with each run, 
to approach the custom effects of 
silk screen printing. 


>» Probably no speaker created more 
of a stir than IBM editor Bruce 
MacKenzie, who talked about the 
electronic computer and the prob- 
lem of “character recognition.” This 
is the process by which the machine 
scans letters or characters from left 
to right and identifies them. Serif- 
less faces are easier for the compu- 
ter or handle, he said, adding that 
“serifs are a little too sophisticated 
for the machine.” 

He saw the need for a new, ab- 
breviated language for inter-ma- 
chine communication. This 
prompted one worried designer to 
wonder, “If the machines can talk 
to each other, is there any longer 
need for us?” 

Mr. MacKenzie countered with a 
plea for more designers in the data 
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off 3: 30- reek creek recrestional center 


processing world, if “tompute: 
faces” are to be designed rather 
than engineered. At least eight de- 
signers are now working for IBM 
on this typographic project. 


>» Herbert Spencer, art editor of the 
British magazine Typographica, 
made a strong case for tradition in 
typography. But he warned against 
traditionalism, which he dubbed 
“the cemetery, or rather graveyard, 
of design.” In reality his own work 
is as experimental as any of the 
Bauhaus-inspired typographers. 


> W. Sandberg, director of the 
Stedelijk Museum in Amsterdam, 
went even further in valuing tradi- 
tion. He felt that the period in 
which a text was written should be 
expressed in the type selection. The 
Bible, for example, might be printed 
in a face contemporaneous with 
Gutenberg. Later he qualified this 
to say that old texts might be set in 
modern dress if the typographer 
was seeking a contemporary flavor. 
He disagreed with Anthony van der 
Tuuk, president of Amsterdam Con- 
tinental Types and Graphic Equip- 
ment Inc., that new typefaces are 
needed today. 

But even revivals like Clarendon, 
van der Tuuk maintained, must be 
redesigned for modern reproduction. 
This styling amounts essentially to 
a new face. He saw Hermann Zapf, 
the young German designer, as a 
growing influence, one who would 
restore vertical stress to letter 
forms, as in Melior and Palatino. 


» A tempest in a teacup raged for a 
time over whether unjustified type 
should be “anchored” on the left or 
the right. Since we read from left to 
right, said Ottl Aicher, German de- 
signer, type may be ragged on the 
right but should be justified on the 
left. Flush left settings are much 
more comfortable for the eyes, he 
insisted. 

Both Aicher’s work and that of 
Max Huber, the Swiss designer now 
living in Italy, show links with the 
Bauhaus tradition. Huber’s designs 





@ Look again! Where’s the 3? Left 

it out On purpose because we don’t 
have any 3-color lithographic presses. 
But we do have 1-, 2-, 4-... and 
now the most versatile of all Krueger 
presses: a new 52” x 76” FIVE-COLOR 
lithographic press. 

That fifth cylinder offers you many 
advantages. Use it for imprints, code, 
price or copy changes on catalog 
inserts; use it to run two shades of 


4 7 black; for color-matches and special 
. ere S tints, many times not obtainable 
big news | with four process colors. 
, ig Use it for two editions (i.e., English- 
Krueger S big Spanish) of material where only 
text changes. On Krueger’s new BIG 


| - FIVE 32- 9” x 12” 
five-color aCe oan 
Dress — or a 64-page book 6” x 9’. 
You can gang-run a variety of folders, 


inserts, booklets and other dealer 
helps at low unit cost. 


Krueger’s BIG FIVE lithographic press 
is a big step forward in serving you 
better. Want to see samples of 

BIG FIVE Micro-Color* production? 

A Krueger representative will 


call at your convenience. 


WRITE FOR Krueger’s ‘‘Miracle 
of Micro-Color’’ award-winning book. 
We'll send it free promptly. 


*Reg. U.S. Pat. Office 
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“AD REQUIREMENTS HELPS 
DADS) KEEP PACE...” 


Independence 3 4000 


CaBle ADDRESS—DADSCO 


G. &. KOPALD 
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Mr. Kopald and DAD'S Root Beer Co. are typical ot operation with its agency, The Caples Co. Suppk 
e advertising professionals and important buyers menting these are promotional activities carried 
of advertising supplies and services you reach in on through local agencies 


the pages of Advertising Requirements 


th 


For each unit of concentrate sold by the parent 
Included in DAD'S advertising and promotion pro- company to a local bottler, DAD'S earmarks a spe- 
grams are some 18 trade shows each year, direct cific appropriation for advertising, merchandising 
mail campaigns, sales training films, premiums and and point-of-purchase for use in the bottler’s mar- 
giveaways, identification materials ( including met- ket. In addition, national advertising activities ar 
il signs and decals ), window and store displays, car carried on to stimulate sales of all DAD'S bottler 

cards and billboard ads DAD'S also makes effec- 


tive use of national magazines and business papers, In aS Many cities, and has 40 franchised packing 


television and radio spots as well as newspaper ads plants producing concentrate for fountain sale 
\ll advertising programs promoting DAD'S Root Mr. Kopald reports that sales have incre: 
Beer are developed by the parent company in co 600°% since the end of World War 2 


Workbook of Aduetitwg & Culbk Prowation 


' ADVERTISING AGE 
INDUSTRIAL MARKETING 


200 E. ILLINOIS ST., CHICAGO 11 480 LEXINGTON AVE.. NEW YORK 17 


Today, DAD'S supplies concentrate to 200 bottle r 
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are probably most familiar to 
Americans through Olivetti adver- 
tising. 

It’s interesting to speculate about 
the peculiar vitality of the German 
and Swiss tradition. Is this partly 
due to its late abandonment of the 
blackletter form? Designers in this 
tradition seem to come to the Ro- 
man letter with a certain freshness 
and—in Max Huber’s case—with 
great respect. He believes this is the 
letterform most classically suitable 
for the West. 


» Japanese design, said Yusaku 
Kamekura, really got its start after 
World War II. Oddly enough, it was 
the K ration, packaged in brown 
and blue, that fascinated him and 
other Japanese artists during the 
war. They became curious about 


Three Year Project .. . 


Careful Layout Gives 
Versatile Catalog 


How much work goes into a cata- 
log? 

A lot, as any one who has had 
occasion to help prepare one, will 
tell you—the difference between a 
superficial catalog and a compre- 
hensive one being just the differ- 
ence between a lot of work and an 
awful lot of work. 

Ekco Products Co., Chicago man- 
ufacturer of metal kitchen equip- 
ment, recently published its 70th 
anniversary Housewares Catalog for 
wholesalers. The catalog boasts 
three claims to distinction—sim- 
plicity, handsome design and com- 
pleteness. And because the end re- 
sult was comprehensiveness as well 
as simplicity, the job wasn’t easy. 
Fortunately, Ekco has taken us be- 
hind the scenes to give us a glimpse 
of what goes into basic 
preparation. 


catalog 


> Actual planning of the artwork 
for the Housewares Catalog began 
three years ago as part of an over- 
all master-plan format intended to 
serve not only for the 70th anni- 
versary catalog, but for all future 
Ekco catalogs. The plan was begun 
when Ekco decided to re-photograph 
all of its products in a way that 
gave them unity. Each photograph 
used the same perspective angle. 
By this process, unity of product 
presentation was accomplished, but 
this was only the beginning. Each 
of the nearly 1,000 individual photo- 
graphs appearing in the catalog had 


Western design, and it is this tradi- 
tion, rather than the ancient Japa- 
nese arts, that has shaped most of 
their work. 

Most Japanese arts, he explained, 
became frozen in their present 
forms during the middle ages. They 
cannot be easily adapted to modern 
commercial design. He deplored the 
“cheap exoticism’” of many Japa- 
nese travel posters. In his own work 
he hews rather closely to an ab- 
stract, Western pattern. 


> It was the semanticist Anatol Ra- 
poport who reconciled differences 
on the question: Regional or world 
style? Drawing on his past experi- 
ence in biology, he hinted that 
typographers should avoid both ex- 
tremes and stay, like the rest of 
mankind, safely in the middle. ¢¢4 


JO lp 2 Mais oy 
Housewares catalog 


at 
Fs ED 


Colorful Cover Full-color photog 
raphy for both cover and inside pages 
give high-fashion approach to utilitarian 


products 


to be hand retouched—at a time 
cost of from two to five hours for 
each. Upon completion of this 
phase, each photograph was_ in- 
dexed and filed in a master art file 
for easy reference when the pro- 
duction phase of catalog prepara- 
tion really got underway. 


> When actual art preparation for 
the catalog was begun, nine months 
before its publication, 90°. of the 


product photography had _ been 


completed. A basic, coherent format 
for all pages was decided upon. 
Final artwork was then prepared, 
in sections, according to product 
line. The idea, of course, was to 
have every product presentation 
different only in what it pictured. 
Basically, each was to be similar 
enough in presentation to make it 
an integral part of the whole. 

Ekco management estimates that 
one man, responsible for over-all 
catalog planning, spent approxi- 
mately 2,500 man hours in organ- 
izing and preparing the catalog for 
printing. Planning and coordination 
required also, on his part, a de- 
tailed knowledge of each of the ap- 
proximately 1,700 products listed in 
the published catalog. Layout and 
design was accomplished over a 
period of nine months. Retouching 
of the individual photographs, men- 
tioned earlier, was accomplished by 
the art department, along with their 
regular daily work, over a_ period 
of three years. 

The completed catalog contains 
186 pages. Approximately 30°, of 
the book is printed in full color in 
order to more effectively present 
many items in the company’s line. 
A four-page section at the front 
lists the company’s 16 manufactur- 
ing plants and their operations. 

Another special feature is a list 
of suggested retail prices appearing 
at the very end of the catalog. The 
suggested prices for each product, 
grouped according to page number, 
are printed on a doublefold gate- 
fold insert. The arrangement is such 
that the pages can be pulled away 
from the catalog and referred to 
while the reader is thumbing 
through the rest of the book, with- 
out the necessity of turning pages 
back and forth to refer to prices. 


’ The entire catalog was _ printed 
offset by American Printers & 
Lithographers, Chicago. The cove 
stock selected was 12 point Krome- 
kote; inside pages were printed on 
70 lb. enamel. 

The catalog was distributed to a 
total of 70,000 dealers, wholesalers 
and jobbers. Of this number, 6,000 
copies were mailed overseas. In the 
case of the overseas copies, a some- 
what lighter weight cover and body 
stock were used in order to hold 
down postage costs. 

Copies of the catalog were also 
enclosed, along with Ekco’'s annual 
report, when the latter was mailed 
out to the company’s more than 
7,000 stockholders. The shareholders’ 
copies had a special additional sec- 
tion bound in covering the com- 
pany’s line of bathroom accessories, 
commercial bakery 
door hardware, 


gliding 
meat and_ food 


pans, 
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Appearance counts. Practi- 


cability counts. Flexibility, | 


durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 
Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 
open flat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


4 Division of NATSER Corporation 


Ogdensburg, New York 


Canadian ( Lta Toros 
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handling equipment, stainless steel 
sinks and fluorescent lighting fix- 
tures. The catalog, with its special 
added section, was included with 
the annual report so that sharehold- 
ers would be able to better picture 
the scope and diversification of the 
company’s activities. 


> It takes a long while, and many 
man hours, to produce a catalog. 
But, in this case, the 70th anni- 
versary catalog was not, in itself, 
the only aim. The basis for future 
catalogs has now been set. The 
product photos have been taken and 
retouched, setting the pattern for 
future additions to the line. Future 
catalogs, based on the same format, 
can now be produced at a fraction 
of the initial cost and time. 

Basic to the entire system is the 
fact that, whenever a catalog page 
becomes obsolete or a new one 
needed to cover additions to the 


Offers Kit Of Award 
Winning Letterheads 


Samples of 12 grand award win- 
ning letterheads which received top 
honors in Whiting-Plover Paper 
Co.’s 1957 national letterhead com- 
petition, are being distributed by 
the paper company to 15,000 print- 
ers and paper dealers. The winners 
were selected from thousands of 
entries and were judged on design 
and reproduction excellence. 

The annual contest is conducted 
on a year-round basis and ten win- 
ners are announced each month. 
The entries must be printed on 
Plover bond. The monthly awards 
go to printers and paper salesmen 
working with the winning com- 
panies, as well as to the companies 
themselves. At the end of the year, 
all entries, whether monthly win- 
ners or not, compete for the 12 
grand awards. Samples of last year’s 
12 winning letterheads will be sent 
upon request. 


- for more details circle 923, page 137 


You May Find Ideas In 


These Letterheads 
Are you thinking of changing 
your company letterhead? If so, you 
may find idea starters in a portfolio 
of modern letterheads offered by 
Byron Weston Co., Dalton, Mass., 
manufacturer of business papers. 
Included in the portfolio are ex- 
amples of business, industrial and 
professional letterheads executed by 
letterpress, lithography and _ die 
stamp engraving. Each letterhead 


product line, the new page is pre- 
pared in exact catalog style and 
sent to Ekco distributors for use as 
a specification sheet. This practice 
serves a double purpose since, when 
a new catalog is actually prepared, 
the new pages will already have 
been set up. The effect of this pro- 
cedure is that the catalog is actual- 
ly in the process of revision at all 
times! Offset plates for all pages 
(actual catalog or spec sheet) are 
placed on file ready to be re-run. 
Because of the standardized for- 
mat and long-range planning, Ekco 
management estimates that the next 
company catalog will be produced 
at a cost saving of from 30 to 50% 
of the cost of the current catalog. 
How much work goes into a cat- 
alog? A lot. But with an intelligent, 
basically simple, long-range format, 
there’s this advantage: The hardest 
part of the work has to be done 
only once. 44 


carries a line at the bottom specify- 
ing the printing process used. 

The letterheads are produced on 
Weston’s new improved Defiance 
bond, a 100% cotton fiber letter- 
head with a cockle finish. 

. for more details circle 924, page 137 


New Ecusta Trademark 
Promotes Indian Theme 


As the first step in a complete 
new design and packaging program, 
Ecusta Paper, division of Olin 
Mathieson Chemical Corp., New 
York, has developed a new trade- 
mark and will use it to spearhead 
an expanded sales program. 

Ecusta, which manufactures pa- 
pers for cigarets and for quality 
books, plans to expand its distribu- 
tion to include lightweight papers 
for textbooks, advertising inserts, 
direct mail advertising, catalogs and 
financial and annual reports. 

The new mark includes a _ bold 


E.custa 


Symbolic 
Ecusta trademark is designed to suggest 
Indian theme since company name is 
Cherokee word. 


Arrow in center of new 





stylized “E” with the center hori- 
zontal bar in the shape of an arrow. 
The name “Ecusta” serves as the 
base of the “E”. The arrow symbol 
was chosen to suggest an American 
Indian theme since Ecusta is a 
Cherokee word. The trademark was 
designed for adaptability to printed 
advertising and packaging as well as 
to watermarking of the paper itself. 

Fred J. Brauer Inc., New York 
industrial design consultants, cre- 
ated the new trademark. 44 


Take Your Pick... 


New Type Showings 
Are Both Bold and 
Conservative 


Variety keynotes the latest type 
showings to cross AR’s editorial 
desk. Some are bold, some are con- 
servative. 


Script From The dashing new 
Britain typeface is London 

Script introduced 
by Stephenson, Blake & Co. Ltd., 
Sheffield, England. Described by the 
British type foundry as “the most 
legible free script now available to 
typographers and printers,’ London 
Script comes in both caps and low- 
er case in 14, 18, 24, 30, 36 and 48 
point sizes. 

Further information is available 
from Stephenson, Blake & Co. Ltd., 
Caslon Letter Foundry, Sheffield 3, 
England. 


New Record A new face—Rec- 
Gothic Face ord Gothic Con- 

densed Italic—is 
now being offered by Ludlow Typo- 


RECORD GOTHIC 
Condensed Italic 


graph Co. The Chicago typographer 
will send a specimen sheet display- 
ing the new type in the four sizes 
now available—24, 30, 36 and 48 
point. Sizes 12, 14 and 18 point are 
now in process and will be released 
at a later date. 

The type is said to be well suited 
to both commercial and publication 
printing wherever a clean-cut letter 
of open design is desirable. 


- for more details circle 919, page 137 


Typeface Boro Typogra- 
Directory phers, New York, 

offers a handy little 
4x51” booklet listing the company’s 
complete typeface library. Not a 
specimen book, the 12-page direc- 





SHOUT 


OR WHISPER 


Typographic experts agree D | | 


that whether your message 


calls for buckeye display or 
sedate presentation, it always 
stands a better chance of be- 
ing read when it is set in Mono- 
type because you always get a 


sharp, clean reproduction and 


you can get more copy into a 
given space without crowding. 
Better fitting italics. No objec- 
tionable ‘‘rivers’’ in body copy 


because, with Monotype, you 


always get better letter and 
word spacing. No penalty 
charge for lines over 60 picas. 
Just compare the difference 


Monotype and other 
onan pa sie and you'll Type Set in Monotype Gothic Faces Nos. 187-206-543 
understand why we Say, “‘If 
you want character in your 
copy, set it in Monotype’. 


Write for a kit of new Monotype 

faces. Address Lanston Mono- (|) 
type Company, 24th & Locust Le) 
Streets, Philadelphia, Pa. 


You Get Something 
Extra at API 


Advertisers may combine their total number of insertions in— 
® Advertising Requirements 
® Advertising Age 
® Industrial Marketing 
—to earn the best frequency discount for each (minimum 


rateholder regulations applying). 


ADVERTISING PUBLICATIONS, Inc. 


200 E. Illinois St., Chicago 11, Illinois 
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tory simply lists Boro’s more than 
300 faces and gives sizes in which 
each is available. 

The faces are listed alphabetically, 
with sizes given in either bold or 
light face according to whether or 
not the particular size is machine 
set or hand set. 


arwick Typographers 


- . for more details circle 920, page 137 


Venus Bold 
Regular 


of Fotosetter Type Styles Venus Medium 
in the world. Regular 


Adds New The great success 
Venus of the Venus Ex- 
tended and Venus 
Condensed series has led to a de- 
mand for Venus Regular, and the 
demand has been met by Bauer 
Alphabets, New York. The regular, 
composition styles and sizes with which to work...more like the extended, will be available 
than 900. Warwick’s Fotosetter machines offer you unexcelled in four weights—light, medium, bold 
and extrabold. Bauer will send 

flexibility, quality and service for your typographic needs. specimen sheets upon request. 


now offer 


the greatest selection 


NOW you have even more photographic 


as a - « « for more details circle 921, page 137 
Give your layouts the clean, crisp, sharp 


look of Warwick photographic composition. Never a smudge Fototype A 62-page booklet 

or smear. Mark that next job “Warwick”. | Booklet displaying the en- 

tire range of Foto- 

Just off the press! type faces is available from Foto- 

type Inc., Chicago. Fototype letter- 

Warwick's comprehensive new Typogra- ing can be used to reproduce by 

phy Service Book featuring the new Fotosetter faces plus offset, engraving or by any type of 

office copying equipment. Transpar- 

ent Fototype is available for direct 

Typography. Write for Warwick Booklet SB-32 TODAY! contact printing which requires 
transparent master copies. 


. The specimen booklet offers near- 
WARWICK Typographers, WM. ly 50 pages of one-line showings, in- 
cluding two pages of new faces, 
some of them reverse. Several 
PHONE CENTRAL 1-9210 © TWX SL48 pages are devoted to transparent 
Fototype faces as well as borders 
and symbols. Other pages give di- 
rections for using Fototype, give tips 
on making better layouts and de- 
scribe several of the company's 
other products. 


Flexset, Headliner, Monotype, Linotype, Ludlow and Hand 


920 Washington Ave. . St. Louis 1, Mo. 
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NO PHOTO-PRINT CHARGE! 


6 | 
1t typ e 2 MUM CRE eea Lae 


IN SECON Ds! Variety Pe 
Tens of thousands of artists, F I L M ” L E T T E R 1 N G 


ad men, printers, editors and | REDUCED OR ENLARGED TO FIT YOUR 
students have discovered the LAYOUT AT NO ADDITIONAL CHARGE 
Haberule Visual Copy-Caster Negative or Positive — No Minimum 
to be the simplest, fastest, most 

accurate copy-fitting tool ever Prompt mail deliveries anywhere in U.S.A. 
devised. At art supply stores Write for FREE Specimen Chart A.R. 

or order direct... only $7.50 


HABERULE Ca measles lala. ee 

! 305 EAST 46 STREET » NEW YORK 17.N.Y. Posting a Notice .. . A simple line-cut 
BOX AR-245 » WILTON + CONN. | overprint successfully called attention 
to a new address, and at the same time, 


used up a supply of two-color letterheads. 
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Double Gate-Fold ... 


Unusual Layout Solves 
Technical Problems 


It's never a simple matter to read 
—and comprehend—a technical in- 
struction manual. But Odiorne 
Industrial Advertising, Yellow 
Springs, O., has made the task just 
about as effortless as possible. 

The agency was requested by a 
client, Westgate Laboratory, also 
of Yellow Springs, to create an op- 
erating manual for the company’s 
radar simulator. The simulator is 
a machine designed as a radar op- 
eration training aid. The device 
utilizes a map as a substitute for 
actual terrain and simulates the 
action of navigational radar. Many 
of the manual’s 26 pages of copy 
are dependent, for clarity, upon 
constant reference to the accom- 
panying 31 illustrations, most of 
them photographs. 


>» R. L. Odiorne, head of the agency, 
solved the problem by the simple 
(in retrospect) device of preparing 
a “double” manual. The two books, 
connected only by a back cover, 
are individually spirally bound and 
open outward from the back cover 
in an accordion fold so that the text 
manual, on the left, and the picture 
manual, on the right, can be leafed 
through independently of one an- 
other. 

The reader can follow the copy 
side progressively, meanwhile flip- 
ping the picture pages back and 
forth as required. When the book 
is closed, the picture section swings 
in under the text section so that, 
from the outside, the manual ap- 
pears to be an ordinary 8x11” 
spiral-bound manual. 

Instructions for each phase of the 
machine’s operation and = main- 
tenance are arranged in numbered 
steps. Whenever reference to an 
illustration is needed to clarify a 
particular step, the number of the 
illustration referred to is printed 
at the beginning of the paragraph. 
In this way, the reader can turn 
to the desired picture page and be 
completely ready before beginning 
to read the copy. 


> The format was developed by Mr. 
Odiorne in 1953 for a client who 
later decided not to use it. A patent 
search at that time revealed no 
conflict with previous _ binding 
formats and Mr. Odiorne says he 


does not intend to patent his. 

The manual has two other in- 
teresting highlights: a transparent 
outer cover of vinyl base film and 
a double spread, multi-colored wir- 
ing diagram which consists of two 
actual color prints pasted right onto 
the pages. 


> Vinyl film used in the manner 
employed here is relatively ex- 
pensive, Mr. Odiorne states, and 
was suitable in this instance only 
because the manual was printed in 
small quantity. It was practical in 
this case, he adds, because of its 
toughness and durability and, since 
it is film, it was possible to repro- 
duce the cover design on it photo- 
graphically. The cover design in- 
cludes a photograph of rugged ter- 
rain seen through a radar device. 

The under cover of orange Roll- 
stone folding bristol serves as a 
backing for the transparent outer 
cover and also as a back cover join- 
ing the two sections. 


> The wiring diagram, which oc- 
cupies the last spread, is repro- 
duced in ten colors, each color 
standing for a different segment 
of the wiring operation, making the 
different wiring systems easy to 
follow. The diagram, at the agen- 
cy’s suggestion, was drawn by the 
client with colored pencils. Type 
matter was then pasted to an 
acetate overlay and the whole was 
photographed on Ektacolor nega- 
tives by Bohnsen-Blosser Color 
Laboratory, Yellow Springs. Type 
C color prints, made from the neg- 
atives, were mounted on cardboard 
which was then bound into the 
book. The result is a complex dia- 
gram, in a relatively small space, 
that is easy to read owing to the 
color treatment. 

To facilitate correction during 
preparation of the text, camera 
copy was prepared on an Adler 
typewriter in the agency's office. 

John S. Swift & Co., Cincinnati, 
did the printing. « 


New Book Copier Model 
Handles Giant Volumes 


A new, larger model book copier, 
designed to copy pages from the 


A CHECK LIST OF 
PROGRESSIVE 
COMPOSITION 

COMPANY 
SERVICES 


Arranged According to One or More 
of the Most Widely Used Trade Terms 


ACETATES (clear or wax-backed) 
Black & White Opaque « Color 


COLOR-AID PROOFS 
COLOR STATS 


COMPOSITION (one of the largest 

selections of type faces available) 
Fotosetter * Hand « Linotype 
Ludlow * Monotype 


FILMOTYPE LETTERING 


LETTERING (Photographic) 
Camera Distortion * Filmotype 
Typortional 


OFFSET NEGATIVES 


PHOTOSTATS 
Black & White Glossy + Black & 
White Matte « Bruning Prints 
Color « Hunter Prints 


PRESSWORK (short runs) 
Black & White + Process Color 
R.0.P. Color 


PROOFING 
Acetates « Color-Aid Proofs 
Repro Proofs * Typehesives 


PHOTOGRAPHIC PRINTS 
Negatives « Positives « Typortional 


REPRO PROOFS 
Acetates * Black & White Opaque 
Color Aid 

TRANSHADO 

TYPEHESIVES 


TYPORTIONAL PRINTS 


em 


Progressive works 24 hours a 
day .. . provides overnight serv- 
ice to the entire East Coast... 
and Air Mail Special Delivery 
service throughout the United 
States and overseas. Phone your 
nearest Progressive office for a 
complete rundown on our facili- 
ties, about as extensive as you'll 
find anywhere . . . or write for 
Booklet AR-15 today. 


PROGRESSIVE 


COMPOSITION COMPANY 

Sth & Sansom 995, Phila. 7, Pa. 
P_* 

eT - 

Pp S 

PHILADELPHIA 
NEW YORK 

WILMINGTON 
BALTIMORE 

WASHINGTON 
RICHMOND 


WAlInut 2-2711 
MuUrray Hill 2-1723 
Olympia 5-6047 
SAratoga 7-5302 
EXecutive 3-7444 
Richmond 7-2771 
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Price... Quality hee 


Reliability... 


Three typical values from 
SERVICE Typographers. 
Realistic pricing for today’s 
competitive market, finest 
quality work to satisfy the 
most demanding type buyer, 
and reliability you can count 
on. Good reasons why you 
should specify SERVICE 


for all your type needs. 


“Where typesetting is still an art”’ 


SERVICE typographers, inc. 


723 S. Wells St., Chicago 7, Ill., HArrison 7-8560 


hour a day service 


Complete photo engraving service—Copper, Zinc, Magnesium plates 
and process work. High quality, fast electrotype service. 


NORTHWESTERN 


NORTHWESTERN PHOTO-ENGRAVING CO. 


URGES 328 S. JEFFERSON STREET, CHICAGO 


mT aT STate 22-3939 
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largest sized bound volumes, has 
been introduced by Copease Corp., 
New York, distributor of photo- 
copying equipment and supplies. 

The unit, called Copease Duplex 
Book Copier Model B, has a copying 
surface measuring 14x17” for copy- 
ing extra-large pages. The machine 
is especially designed to fit the re- 
quirements of libraries and research 
organizations where a great deal of 
copying from bound volumes is nec- 
essary. 

Outstanding features of the ma- 
chine are a sponge rubber head and 
an automatic timing system. The 
head adjusts to the thickness of the 
book, producing uniform contact 
and even pressure on the copy sur- 
face. The timing system provides 
proper exposure every time to as- 
sure perfect copies with minimum 
effort. 44 


Effects of Screens 
Shown in Charts 


No longer is it necessary to guess 
what artwork will look like when it 
appears in a screened version in 
black or any of the 4A standard 
second colors. A new set of charts 
prepared by Dot Engravers, 600 W. 
Van Buren St., Chicago 7, gives 
samples of standard colors red, blue, 
green, yellow and orange, plus 
black, in screens ranging from 10% 
to a solid black. 

Additional sheets show the black 
screens, printed over a solid color. 
A final touch is the same chart, in 
black, on a sheet of transparent 
acetate. This allows the user to see 
what any combination of black and 
a second color will look like. 

The charts have been prepared in 
two sets. One is a 65-line screen, 
intended primairly for newspaper 
work, while the other uses a 100- 
line screen. 

Copies of either are available up- 
on request directly to Dot. 44 


| found us a hot man for our calli- 
graphy, Ed... 





AR’s legal expert shows what happens when advertisers 
aren't careful about using other people’s names or photos. 


By Albert Woodruff Gray 


Recently courts have had occasion 
to restate the rules of law setting 
boundaries to the use of the names 
and photographs of individuals in 
advertising without their consent. 


The Case of the 
Changed Testimonial 


By a trade magazine in New York 
State prizes had been offered for 
the best letter on the subject, “Why 
I am glad to choose electrolysis as a 
career.’ To this contest a woman 
sent her picture with a letter and 
her consent to its publication. The 
picture was published but with ma- 
terial changes in the letter that ac- 
companied it. From a judgment for 
$2,250 recovered for this violation of 
her right to withhold or limit the 
use of her name and picture, the 
publisher appealed. 

Under the New York statutes the 
use of the name or picture of a liv- 
ing person “for advertising or for 
the purposes of trade,” without the 
consent of that person, is both a 
crime and grounds for damages. 

In its affirmance of this judgment 
the Federal appellate court asserted 
that not only did the change made 
in this letter by the advertiser viti- 
ate the written consent but that a 
publication without that consent 
and for advertising was a violation 
of the statute, entitling the person 
injured to damages.' 


The Case of the 
Unsanctioned Approval 


Another instance of this character 
occurred at this time before an ap- 
pellate court in California. The 
manufacturer of an office machine 
circulated among lawyers a circular, 
“Here’s just a partial list of the 
thousands of leading law firms us- 
ing the machine,” which was fol- 
lowed by a list including the name 
and address of a Los Angeles at- 
torney. 

Action by the attorney for this 
unsanctioned appropriation of his 
name was dismissed by the lower 
court. In a reversal of that judg- 
ment the appellate court distin- 
guished between the liability for 
thus violating this right to be let 
alone and the law governing the 
liability for libel. 

One concept of the right of pri- 
vacy, said the court, is the right of a 
person to be free of publicity. The 
use of the name of an individual 
without his consent is an invasion of 
such a right, as is the exploitation 
of another’s personality for adver- 
tising purposes. Such a use, the 
court commented, was one of the 
most flagrant and 
dents. 


common _ inci- 

“The gist of the cause of action in 
a privacy case is not injury to the 
character or reputation but a direct 
wrong of a personal character re- 
sulting in injury to the feelings 
without regard to any effect which 


“Don’t 
take a 
name in 
vain” 


the publication may have on the 
property, business, pecuniary inter- 
est or the standing of the individual 
in the community. 

“The right of privacy,’ continued 
the court, “concerns one’s own 
peace of mind while the right of 
freedom from defamation concerns 
primarily one’s reputation. The in- 
jury is mental and subjective. It 
impairs the mental peace and com- 
fort of the person and may cause 
suffering much more acute than 
that caused by a bodily injury. The 
desire of a business concern for 
publicity or advertising does not 
justify its invasion of the right of 
privacy.”? 


The Case of the 
Former Employe 


This exclusive right of everyone 
to his own name and picture as well 
as the right of a person to allow o1 
withhold such a use by others, ap- 
peared clearly in the circumstances 
involved in a suit in a Federal court 
in Georgia brought by a consultant 
against a cosmetic manufacturer. 

In the Atlanta Journal was car- 
ried an advertisement with the 
photograph of a Frances Tullos, 
over the notice, “Miss Elgie 
Sprague, Lustre-Color authority 
from New York, will be in Rich’s 
Drug Department, street floor, 
Tuesday, July 28, through Saturday, 
August 1, to advise you on you 
correct Lustre-Color shade.” 

At the time this advertisement 
and photograph were published in 
the Atlanta Journal Frances Tullos, 
who had been an employe of this 
cosmetic manufacturer and whose 
picture during that employment had 
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been available to her employer for 
advertising, had been discharged 
and the picture was used not only 
without her consent but in con- 
junction with the name of another. 

When her employment ended, the 
court pointed out, it ended the em- 
ployer’s right to use this photograph 
either in commercial advertising or 
in any other way. This conclusion 
the Federal court supported with a 
quotation from a decision in 1905, 
which marked the beginning of the 
recognition of this principle of the 
right of privacy as law. 

In that decision the Georgia Su- 
preme Court said of this law that 
has since been enacted as a statute 
in New York, Utah, Virginia and 
Wisconsin, and recognized as law 
by the courts of fifteen other states 
and the District of Columbia: 

“The form and features of the 
plaintiff are his own.” Here the 
photograph of a resident of that 
state had been used without per- 
mission in the advertising of an in- 
surance company. “The defendant 
insurance company and its agent 
had no more authority to display 
them in public for the purpose of 
advertising the business in which 
they were engaged than they would 
have had to compel the plaintiff to 
place himself upon exhibition for 
this purpose.” 


The Case of the 
Unwilling Worker 


Consent to the use for advertising 
of a photograph or name, however, 
except under laws like those of New 
York requiring that consent for so 
doing be in writing, may be by im- 
plication. When the picture of a 
sheet metal worker for an airplane 
manufacturer appeared in the ad- 
vertising of the manufacturer in 
Time, Newsweek, United States 
News & World Report and Air 
Force, this worker sued for what he 
considered an invasion of his right 
of privacy by this advertisement. 

Two years before, this man with 
other workers had been _ photo- 
graphed in pictures of one of its 
bombers taken by the company. 
Later the photographs had been 
displayed on four of the company’s 
bulletin boards to which this man 


had paid no attention, nor had he 
been either paid or consulted when 
his picture in this group had ap- 
peared in the advertising carried by 
these national magazines. 

His only objection, according to 
his testimony at the trial, was that 
he felt he should have been paid for 
this use of the photograph. When in 
its decision it denied this workman 
a recovery on the ground of an in- 
vasion of this right of privacy the 
court said of his waiver of the right: 

“When he ‘posed’ for the photo- 
graph he was fully aware that it 
would be published. He made no 
objection to this publication. Neither 
did he suggest or prescribe any re- 
strictions upon its use. Under all of 
the surrounding facts and circum- 
stances it is clear that he knew the 
photograph would be _ published 
somewhere. 

“The right of privacy, like other 
rights that rest in an_ individual, 
may be waived by him. The waiver 
or relinquishment of this right or of 
some aspect thereof, may be im- 
plied from the conduct of the par- 
ties and the surrounding circum- 
stances.”4 


The Case of the 
Blind Dog-Owner 


Justification of the statutes and 
court decisions according protection 
against interference with one’s pri- 
vacy and right to be let alone, save 
only in matters affected by a public 
interest, appears in the determina- 
tion of an action in Illinois against 
a dog food producer. Above the pic- 
ture of a blind girl in the advertise- 
ment of this dog food manufacturer, 
was, “Dog Owners, your purchases 


“Names and photographs are property 
and the courts will protect the owner 
against their unauthorized use.” 
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of Perk Dog Food can give this 
blind girl a Master Eye Dog” and 
“Help the blind to own a Master 
Eye Dog.” 

Not only was the publication of 
this photograph without the blind 
girl’s consent but she already had a 
dog such as the advertisement de- 
scribed. 

In a decision in her favor, the Il- 
linois court held that there could 
be no unauthorized appropriation of 
the personality of another and par- 
ticularly of her name or picture 
without a liability in damages, not 
only for actual loss but for mental 
suffering as well. This instance was 
well beyond the exception to this 
rule in cases of legitimate public or 
news interest. 

In a catalog of analogous grounds 
in outside injuries to property in its 
narrowest interpretation the Illinois 
court mentioned recoveries for the 
appropriation of the photographs of 
deceased members of a family, the 
failure of innkeepers to protect 
their guests from insult, false im- 
prisonment, defamation, criminal 
conversation and the endless list of 
wanton injuries and inflicted suffer- 
ings. 

In a summary of the characteris- 
tics of this protection accorded here 
to this blind girl, made by a justice 
of one of the midwestern states, it 
was pointed out that such protection 
has already been granted in an in- 
creasing degree to feelings and 
emotions. The right to one’s own 
personality and way of life has thus 
been shielded from interference. 

“No longer is it even approxi- 
mately true that the law does not 
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pretend to redress mental pain and 
anguish when the unlawful act 
complained of causes that alone.” 
To this was added the comment that 
the redress thus granted by these 
laws is becoming more comprehen- 
sive with the succeeding years.5 

A prophecy made a few years ago 
by the American Law Institute, of 
the application of this rule of law to 
instances of mental suffering and 
distress is, “There is a definite trend 
today in the United States to give 
an increasing amount of protection 
to the interest in freedom from 
emotional distress.” 

In that early Georgia decision in 
which this protection of the right of 
privacy of the individual was first 
sponsored, was traced the origin of 
this ban on the use in advertising, 
without consent, of photographs and 
names. 

Under the Roman law, shouting 
until the noise collected a crowd, 
attracting public attention to an- 
other on the highway, were illegal. 
From this ancient law has come the 
recognition that an individual has 
a legal right “to be let alone” so 
long as he is neither interfering 
with others or with the public. 

Punishment of a common scold un- 
der the old common law, indictable 
as a public nuisance, rested not on a 
protection of any property right but 
on the invasion of the quiet and re- 
pose to which others were entitled 
under the law.® 


The Case of the 
Deceased Colonel 


This right of privacy, the im- 
munity from the use in advertising 
of names and photographs, does not 
as a general rule survive the death 
of the individual. An amusing 
though cogent comment on _ the 
effect of a refusal to sustain this 
protection that has become estab- 
lished against the piracy of the 
photographs of others, occurred 
several years ago in a decision by 
the Supreme Court of Michigan. 

Upon the death of a well known 
lawyer and politician in that state, 
a Col. John Atkinson, his name was 
appropriated by an enterprising to- 
bacco dealer as a brand name for 
cigars. Suit was brought by the 
widow to enjoin the use of the 
name. In its denial of relief this 
comment was made by the court: 

“It is urged in this case that the 
connection of the name with cigars 
wounds the feelings of the widow 
and extreme and improbable illus- 
trations of the possibilities of a rule 
which should permit the indiscrim- 
inate use of names of deceased per- 
sons aré given. 


aye Wy 
CH - 
ae HIGH QUALITY 


cine” FULL COLOR 


Catalog sheets 
ss LETTERPRESS PRINTING 


Catalog covers 

Self mailers 

Greeting cards Sparkling GEM Color — 

Magazine covers JOP QUALITY letterpress printing at LOW COST 
POP. for runs of 100 to 10,000. Reproduced from trange 
Poster previews perency or art work. All jobs color proofed, 
Sales previews Delivery in 2-3 weeks. Free samples. 


Uinaphic atirpriace of N[ewaukse, Que 


SOUTH SECOND ST MILWAUKEE 4, WIS 





ATTENTION 


GETTERS! 
DOUG MACK’S 
“‘MOPPETS”’ 


Hundreds available 
Exclusive use 
Low Priced 
Outline specific 
campaign for 
selected samples 


DOUGLAS MACK 


1550 Church St., San ‘‘What should we say was 
Francisco 14, Calif. our total billing last year!’ 


LR er 


Versatile eee 
i 


for ART * PRINTING * PHOTO « 
LITHO * SILK SCREEN + ENGI- 
NEERING 


Send for Catalog G 


LACEY-LUCI PRODUCTS CO. 
9 j 31 Central Ave. * Newark 2, N. J. 
$48S andup DEALERS: Choice Territories Open 


WALTZ serves the profession 
with fine WALLET PRINTS (3!/5c 
ea.) and 8x10 QUANTITY PRINTS 
(as low as 8!/,¢ ea.) Write: 


WALTZ 438 Sixth St. N.W. 


Canton, Ohio 


. READY-TO-USE CARTOONS 


1 £34000 glossy proofs to you right now; hun 
i dreds of new ones sent to you each year in 

» spiral-bound Stivers Studio Handbooks. B 

A F. Goodrich, General Mills use ’em. Fee-per 


$9.95 monthly. Licensing system. Lim 
to recog. agencies & natl. Advertisers. 


ite 
‘ree folder 
Tees ee STIVERS STUDIO 


BOX 3684 « SAN FRANCISCO 19, CALIFORNIA 


Got Something 

Special in Paper? 
You can place a sample in 
the hands of 21,000 Ad- 
vertising Management 
men with an insert of your 
own stock in AR. Com- 


plete with sales message, 
too. 


Advertising Requirements 
200 E. Illinois St., Chicago 





“We appreciate the indelicacy of 
the man who would join the funeral 
procession of Col. John Atkinson in 
a carriage bearing the legend, ‘The 
Col. John Atkinson Cigar,’ and we 
can readily understand that it 
would be offensive to the friends of 
the deceased. 

“The feelings of annoyance at 
such an act are aroused by any 
aspersion of the dead. It is natural 
and commendable as are all recog- 
nitions of the proprieties of life but 
it does not follow that such an act 
is an actionable wrong or that 
equity will interfere by injunction 
to prevent it, though we are quite 
sure that the disapproval of society 
would ordinarily have the latter ef- 
fect.”’7 

Consciously or unconsciously the 
court here omitted one feature, that 
law is, in the great majority of in- 
stances, the consequence of public 
opinion. While even today this pro- 
tection may not in every instance be 
accorded to the name of a dead 
man, the disapproval of society 
must ultimately also have this ef- 
fect. 


The Case of the 
Society Maiden 


In the dissenting opinion of one of 
the Justices of the New York State 
Court of Appeals to the refusal of 
that court to lend its protection to a 
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young society girl of that state 
whose photograph had been dis- 
played in stores, warehouses and 
saloons below the caption, “Flour 
of the Family,” in advertising post- 
ers of a milling company, is set out 
the principle represented by this 
right of privacy. That dissent was 
written over half a century ago and 
like many other famous dissents, is 
now gaining recognition as law. 
“This woman has the same prop- 
erty in the right to be protected 
against the use of her face for the 
defendant’s commercial purposes as 
she would have if they were pub- 
lishing her literary compositions. 
The right would be conceded if she 
sat for her photograph but if her 
face or her portraiture has a value 
the value is hers exclusively until 
the use be granted away to the pub- 
lic. Any other principle of decision 
is as repugnant to equity as it is 
shocking to reason.’’8 44 
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How to Photograph Ice Cream 


Sometimes photographers have to 
go to extremes to get just the effect 
they want. A recent example of 
this was the new mouth-watering 
package produced for Medo-Land 
Mellorine ice cream by Milprint 
Inc., Milwaukee. 

The design, chosen by the com- 
pany in the preliminary stage of 
operations, was an over-all pattern 
of spoonful upon spoonful of lus- 
cious ice cream—no topping, no ta- 
ble settings—just ice cream heaped 
upon ice cream to whet the ap- 
petite. 

At this stage of the design pro- 
gram, everything was going along 
fine. All the Milprint designers had 
to do was get a picture. High-style 
color photography was the obvious 
choice to catch the ice cream at the 
peak of its texture, color, and firm- 
ness. 


> But—and here the trouble started 

the outside temperature in Mil- 
waukee at the time (mid-July) 
hovered around 90. How, then, 
could they arrange some 60 spoon- 
fuls of ice cream on a flat surface 
and keep each one—from the first 
to the sixtieth—looking as though 
it were fresh from the freezer? And 
how to do this not just one time 
but four times, since separate pic- 
tures had to be made of the vanilla, 


Shooting ice cream in the middle of July is 
a challenge, but ingenuity can solve the 
problem, as this report shows. 


chocolate, and strawberry for each 
carton, and one picture taken of all 
three flavors for an all-purpose car- 
ton. 

Glen Sontag, director of Mil- 
prints Design Studio, consulted 
Arthur Pohlman, president of Pohl- 
man Studios in Milwaukee, who, in 
the first discussions, dismissed the 
problem as completely impossible. 
Having gotten that settled, they then 
started, true to design tradition, to 
make the job possible. 


> Suggestions, such as setting up a 
tent packed with dry ice, were made 
and rejected. Hope dawned after the 
idea of renting a walk-in refrigera- 
tor in a supermarket on a Sunday 
was dismissed. “Why not rent a re- 
frigerated truck and bring it here 
to the studio?” Why not, indeed? 
A refrigerated trailer was rented 
and work began in earnest. Milprint 
ordered ice cream from Medo-Land, 
which whipped up a special batch of 
slow-frozen ice cream possessing an 
even texture and, more important, 


Ice Cream Carton With an over-all 
pattern to achieve, the photographers 
took refuge in a below-zero refrigerated 
truck to shoot these remarkable color 
pictures 


the ability to maintain its smooth- 
ness during long hours out of a 
freezer. 

With the truck parked directly 
behind the studio, cords for lights 
were run out and the mobile 
photographer's studio was ready for 
action. 


> Mr. Sontag, Mr. Pohlman, Harvey 
Kiefer, the color photographer, and 
his assistant Gerald Lawon worked 
in below-freezing temperatures in 
the stainless steel trailer for seven 
hours, spooning over 50 gallons of 
ice cream, taking innumerable pic- 
tures. 

Medo-Land’s sales—which are up 
considerably—indicate that ice 
cream lovers find the cartons with 
their pattern of lusciously rippled 
ice cream lithographed in natural 
colors practically irresistible. 44 





Within the Budget... 


Home-made Album Does 
Job for Television 


Good visual material for televi- 
sion use is not always easy to come 
by, as most publicity people well 
know. Usually it’s a problem of cost. 

This summer, however, J. Walter 
Thompson and Eastman Kodak’s 
Editorial Service Bureau, ran into a 
situation which indicated that the 
more money spent, the less effective 
the visual presentation would be. 


> As a part of their Vignettes for 
Viewers program service to women 
telecasters, JWT was offering a 
slide show on the pleasures of tak- 
ing snapshots of the children’s sum- 
mer activities and making them 
into simple little albums as gifts for 
grandparents. 

They needed a sample album. A 
nicely printed folder would defeat 
the whole  do-it-yourself-easily- 
simply idea. So, one secretary’s desk 
in JWT became an amateur art and 
production department while her 
boss was on vacation. 

The “snapshots” to illustrate the 
album were clipped from the mul- 
tilith sheet which accompanied the 
slides as a guide for the telecaster. 
These “prints” were pasted on blue 
construction paper. With broad 
pointed pen and India ink, she 
wrote in long hand an_ informal 
commentary to go with each picture. 
On the front cover of the folder she 
wrote, “Wish You Were Here.” In 
her spare time the JWT secretary 
produced 75 of these folders, which 
carried the point of the television 
release far more effectively than an 
elaborate, expensive 
could have done. 


“visual aid” 


> Moral: Why try to do things the 
hard way, if you don’t have to. 44 


Spare-Time Album 
Using India ink and 
multilith photos, 
a secretary made 
75 of these 
home-made” albums 


Photo Service to Shoot 
Anything—Anywhere 


Adventure Inc. is a newly or- 
ganized photographic service which, 
according to its founder, Jim 
Thorne, “will take still or motion 
pictures of any subject anywhere 
in the world—including under- 
water.” 

The organization is seen as a 
service of special value to advertis- 
ing agencies, film companies, indus- 
trial companies and magazines. Mr. 
Thorne, a nationally known skin 
diver and underwater photogra- 
pher, has wrestled—and _photo- 
graphed—sharks, giant sea turtles 
and barracuda in their native 
haunts. 

The motion picture and still pic- 
ture library of Adventure Inc. in- 
cludes’ discoveries of ancient 
wrecks, a picture story of Fort Jef- 
ferson in the Dry Tortugas, an un- 
derwater closeup of a tiger shark 
“kill,” the spearing of a barracuda 
and a panorama of underwater 
scenery. a4 


Chartmaking Made Easy 
With Versatile Kit 


Chartmaking made easy is the 
aim of a new title and chartmaking 
kit sold by Polaroid Corp., Cam- 
bridge, Mass. The kit contains a font 
of 150 sculptured °4” letters plus 
textured background and a_ wide 
variety of pressure-sensitive tapes 
for making bars and curves. Also 
included is a reusable plastic grid 
sheet with non-reproducing blue 
lines. 

The kit is recommended for use 
with the Polaroid Copymaker, a 
self-contained unit which can be 
used to photograph anything that 
fits onto its 11x14” easel. 44 


Requirements 


SORwes Management 
On Layout & Typography 


One of the most vital of AR’s 13 
monthly sections for advertising man- 
agement is Layout G Typography. 
Articles by experts in every issue not 
only keep advertising men posted on 
current trends, but provide refresher 
training and tips on all phases of 
printed media. Following are typical 
stories published in 1955: 


“Hints For Admen From 
a Compositor”’ 
“How to Select the Right 
Typeface’’ 
“‘Noreen’s Integrated 
Design Program’’ 
“Thud & Blunder Typography” 
“Which Way from Futura’ 
“Showmanship in Print” 
“Enter the Type Director” 
“Trends in Advertising 
Typography” 
“Rebus Ads Score Success for 
Milwaukee Distributor” 


Soll Management 


On Layout & Typography 


Editorial excitement as well as edi- 
torial service affects reader response. 
Following are a few of the outstand 
ing typography and _ layout firms 
which have attracted prospects and 
customers with sales messages in AR 


Monsen-Chicago 

Warwick Typographers 
Howard 0. Bullard, Inc. 
Advertising Typographers Assn. 
Filmotype 

The Haberule Company 
Runkle-Thompson-Kovats, Inc. 
Mergenthaler Linotype Company 
J. M. Bundscho, Inc. 

Rapid Typographers, Inc. 
Lanston Monotype Machine Co. 


If layout and typography are 
either your problems or you 
products—turn to AR for results! 


Advertising 


Requirements 
200 E. ILLINOIS ST. « CHICAGO 11, ILL 
Published by the publishers of 

ADVERTISING AGE and INDUSTRIAL MARKETING 
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I have been told that the present 
estimate of attendance is close to 
40,000. Because of the sheer space 
and overpowering showmanship of 
institutional exhibits it becomes in- 
creasingly difficult for the designer 
to find the exciting new develop- 
ments .in this over whelmingly large 
display. 

There are striking advances in the 
plastics and metals field, with im- 
provements in paperboard and other 
packaging few and far between and 
frequently achieved with the assist- 
ance of plastics. 

The two fields in which there was 
the most breakthrough were plastic 
films and new uses for aluminum 
foils and sheet aluminum. Amazing 
new possibilities were demonstrated 
in the field of polyethylene films and 
exciting new developments in vinyls 
and cellulose were shown. An en- 
tirely new film was demonstrated 
in limited quantities. 


e The Panta-Pak Division of the 
Pantasote Co., New York, had a 


126 * Packaging & Labeling 


During the Packaging Exposition sponsored by the Ameri- 
can Management Assn., the Package Designers Council, an or- 
ganization of professional package designers, held a special open 
meeting to mark the first time in 15 years the Exposition had 
been held in New York, and to bring to its members and guests 


impressions of the show. 


To do this a distinguished panel was set up, under the direc- 
tion of Gerald Stahl, program committee chairman, and Karl 
Fink, PDC executive vice president. From a transcript of the 


proceedings of that meeting, AR presents these highlights. 


WALTER STERN New York 


new cushioning and spacing medium 
for fruit. “Panta-Pak” consists of 
vacuum-formed nesting trays of 
0.005 polyvinyl chloride, in many 
colors and shapes. Pricewise the 
trays are said to be competitive 
with paperboard and are already 
being used widely in Europe for 
the cushioning of fruit, confection- 
ery, pharmaceuticals, etc. They are 
extremely resistant to mold under 
conditions of extreme moisture and 
present the possibility of complete- 
ly sterile packaging. This method 
was introduced in Europe and has 
been used for a transit period of five 
to six days in refrigerated equip- 
ment. 


e Interesting developments were 
shown in polyethylene films, whose 
downward price trend during the 
last ten years has been matched by 
an increase in the price of cello- 
phane to such an extent that in 
1956 the price per pound of 1% 
mil polyethylene film dropped be- 
low that of 300 gage ms cellophane. 


@ Plastics demonstrated industrial 
shipping bags of polyethylene film. 
Their main advantage is their in- 
ertness to moisture or other con- 
taminants. 


®¢ A new approach to the use of 
polyethylene tubes by Bradley Con- 
tainer Corp. showed Prell Concen- 
trate Shampoo in a clear, complete- 
ly transparent tube allowing the 
consumer to see how much is left. 
These tubes will not drip if the cap 
is left off and a handsome product 
color like the deep green of Prell 
can stimulate sales. 


® Multi-packaging of irregular 
shaped objects, even in small runs, 
was demonstrated on a manually- 
operated power-driven machine dis- 
played by Tee-Pak, Chicago, using 
stretchable cellulose bands. This 
packaging method takes advantage 
of the fact that the conventional 
cellulose films used by the meat 
packaging industry for casing proc- 
essed meats have a built-in memory 





Tomorrow 


by which they will return to their 
original shape after being stretched 
under great pressure. The machine 
is said to attain speeds up to 30 per 
minute with automatic cycling. 


© An entirely new thermo-plastic 
film was demonstrated by Spencer 
Chemical Co., Kansas City. It is 
called Nylon-6, is now being pilot 
produced in gages from 1 to 5 mil 
and is halfway between poly- 
ethylene and Mylar in cost. It has 
astounding resistance to gas, oil and 
grease penetration. 


® Dominating the foil exhibitors by 
their imagination and design con- 
sciousness was Alcoa. Completely 
smooth walls and rims were the 
major feature of a new “smooth 
foil” container introduced by Ekco- 
Alcoa Containers Inc. They are pro- 
duced in nesting, high-polished 
shapes in casseroles and in unit 
serving containers. These containers 
are obviously aimed at the _ indi- 
vidual portion marketing concept, 
and were demonstrated containing 
peanuts, beef stew ready to eat, in- 
dividually foil packaged eggs with- 
out shell, pharmaceutical sample 
mailings for physicians, single gar- 
ment “servings” of mothicides, 
single service detergents for travel 
and a special combination package 
of a paint brush and color hue for 
single-use mixture with white 
paints. The most practical closure 
for these containers is a heat-sealed 
foil cover over a flat rim with a con- 
ventional pull tab for easy open- 
ing. 


® Gulton Industries Inc., Metuchen, 
N.J., demonstrated its “ultra-sonic” 
foil welder, model UW-100 A, which 
is based on the principle of fusion 
through ultra-sonic vibration. The 
welding was done without heat and 
without pressure, and without any 
foreign material or coatings. Weld- 


ing of continuous seams _ proved 
comparatively easy, and no unsight- 
ly joints were visible. 


> It is obvious that much of the 
material at the show will have 
escaped me. Possibly the advances 


+> 


WALTER LANDOR 


There are certain things that 
packaging designers must be con- 
cerned about. I would like to go on 
record as saying that I would get 
very little emotional satisfaction 
from eating an egg unless it came 
out of a shell. A design moves prod- 
ucts only if it moves people, and 
that is a big “if.” 

Looking around the _ packaging 
exhibit or around a supermarket, 
you realize that the vast majority 
of packages aren’t actually going 
to move anyone. We have all the 
right equipment, use the approved 
devices, go through the logical mo- 
tions, but miss out on one—emo- 
tion. All the cold, calculated design 


from the lean, 


antiseptic school 


San Francisco 


in plastics and foil have blurred 
my awareness of advances in other 
materials. On the whole, the show 
demonstrated the need to acquaint 
ourselves with plastics and foils as 
the most imaginative contributors of 
packaging methods and materials. 


+ 


which is overdecorative so often 
does not add up to shelf movement 

It can’t move the product unless 
it is imbued with a soul and a spirit 
and that finds its way into the de- 
sign of a package only if we our- 
selves have it and know how to put 
it there. This is where so much 
good-looking work fails miserably 

On research, we feel there is too 
much loose talk and not enough ac 
There 
is some bad research being done 
Some of us are trying to stop it. 
Some are trying to develop bette 
research. Some designers are offer- 
ing free research as a tool for selling 
clients. That is all right if you know 
how to translate the research. We 


tion on packaging research 
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@ AD REPRINTS 
@ PLATES & 
ELECTROS 


@ FILMS 
@ SAMPLES 
@ PREMIUMS 


ONE - FIECE 
MAILING BOXES 


© Saves Time . 
Saves Money 
— © Folds Flat 
ee 
en From No Storage Problem 


/ DIFFERENT QA @ Eliminates Wrapper, 
\ 1 SIZES } String and Tape 
Naito ts x Sues 


3x2x1% e Makes A Stronger, 
Safer Package 
a oe oe 


Write For Free Samples 
and Complete Price List 


ee ey 


Remember. you want the finest in 
fluorescence —ask for it by name 


TESTED” 


Ve LVA‘GLO 


COLOR CARD... for Papers and Cardboards. 
Contains samples and printing suggestions. 


COLOR SELECTORS .. . for Silk Screen, Bulle- 
tin Colors, Qwik-Spray paints, and Water Col- 
ors. Have perforated swatches you can tear 
off and attach to your job. 


rt iat ee) 


Write on your letterhead for Color Card and/ 
or Color Selectors (please specify which). Use 
Sun-Tested Velva-Glo for velvety smooth jobs. 


RADIANT COLOR CO. ~ 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of Sun-Tested Velva-Glo fluorescent 
papers * cardboards « silk screen colors « bulletin colors 
coated fabrics * water colors * qwik-spray colors 


128 - aD * September 1958 


strongly advocate research and if 
we want information the client 
doesn’t have, we urge him to get re- 
search or we commission it our- 
selves. There should be close coop- 
eration between the designer, the 
researcher and the client in the 
formulation of the research, so that 
the study will end up giving us in- 
sights that we cannot know with- 
out research. 


>» We talk about impulse buying. For 
a package to release an impulse is 
not enough. There has to be follow- 
through. They have to stop trying 
so hard because the consumer is de- 
veloping powerful mental blocks. 
The first and the most powerful is 
the fear of being manipulated. The 
consumer is showing more and more 
resistance to being unduly manip- 


I would like to make a prediction 
that there will be a revolt against 
over-packaging, the designing of 
packages for no other purpose than 
for selling. Some of these days, 
housewives will grow up and take 
a long look at some of the silly 
things that have been going on in 
packaging. 

Suppliers should be told that they 
are getting infatuated with their 
own inventions and don't know 
when to quit. 

Some of the worst offenders are 
the foil people. There are many 
things foil should not be doing. It 
should not be used as an overwrap 
of a carton which contains a cleaner 


Packaging... 


ulated. The package must make a 
good impression without a show of 
strength. Design will have to be less 
contrived, seem more natural and 
more straightforward. 

The next block is “seesickness’— 

packages jar the sight of the house- 
wife. Some of the smaller blocks 
are: 
© Unwarranted product bulk 
Space saving will take its place. 
© Overpackaging . . . The con- 
spicuous consumption of packaging 
materials. The shopper resents feel- 
ing that she is paying for the pack- 
age. The consumer hesitates to dis- 
card packages that seem to have 
intrinsic value. 
@ Lack of use value Package 
must be conceived of as a dispen- 
ser, easy to use, rather than just for 
promotion. 


ROBERT SIDNEY DICKENS 
Chicago 


for barbecue grills. It does not ac- 
complish much when 
wrapper on dog food. 

I have seen a foil carton for 6- 
pack orange juice, a kind of pack 
which is an economy and _ should 
look like it. I saw a foil overwrap 
for a fiberboard carton. 

In aerosol bombs there was a 
new wax spray that squirts auto- 
mobile wax onto the automobile, 
then you break your back polishing 
the car. 

Then there are the plastic tubes 
for topping or cheese spreads. It 
takes two men and a boy jumping 
up and down to get this stuff out. 
You lose about 25°, of it. 


used as a 





. . » loday and Tomorrow (cont.) 


I saw an inner tube packed in a 
poly bag. Why should anyone want 
to see an inner tube? 


> But the thing that finally killed 
me was a poly bag of shredded cow 
manure called “Holy Cow.” People 
should think a little bit before they 
do some of these silly things. 

The thing that brought the whole 


idea together was a machine that 
extruded Saran tubes. It fastened 
each end with a little metal clip. I 
wondered where they got material 
to fill all these tubes with, and 
found they were filling them with 
hot air. 

I have a feeling, if we don’t watch 
out, that that is what we are going 
to be doing in packaging. 


+ + + 


ROYAL DADMUN 


New 


The accelerating development of 
new, improved materials, the con- 
tinuing evolution of self-service 
into wider fields, increasing auto- 
mation, more leisure and purchas- 
ing powe} 
teracting 


all of these are the in- 
elements that produce 
changes in packaging. For the con- 
sumer the package will continue to 
perform more functions more effi- 
ciently: improved dispensing, im- 
proved opening and closing. For the 
retailer we expect easier handling, 
better stacking, space caving, la- 
bor saving to help him protect his 
dwindling profit margin. Dut these 
improvements will not in themselves 
insure success for a new package. 
More practicality can be uninter- 
esting and unstimulating. 

Purchasing decisions are triggered 
emotionally. As our economy pro- 
duces a higher living standard and 
more leisure, the consumer be- 
comes more sophisticated, perhaps 
capricious 

One trend making its appearance 
in certain lines will make significant 
progress. That is the socially ac- 
ceptable package, the trend towards 


York 


™ 
elegance, the package with the “Tif- 
fany look.” 

Hard-sell blatancy will be mini- 
mized. The surface will be pleasing 
and polite enough to be invited to 
the table. There are a number of 
examples: the Upjohn apothecary 
jar for vitamins; the simulated cut 
crystal carafe for Log Cabin Syrup: 
Schaeffer beer packaging; Kraft 
cheese foil cups; the Kleenex box. 

I would like to suggest that this 
could be carried considerably fur- 
ther. A few products that could 
profit would be Worcestershire 
sauce, which seldom reaches the 
table at home, and the milk con- 
tainer, which might some day be 
dressed in foil. 


+> 


DONALD DESKEY New York 


I believe the packaging profession 
is growing and will continue to grow 
to a point that will, in some ways, 
parallel the development of the ad- 
vertising agency. I look forward to 
the day when there will be 500-, 
1000- and 2000-man organizations 
working as consultants to industry 
in exactly the same way that an 
agency services its clients. 

Technological research is one olf 


Label problems got you 


Bugged’? 


this FREE 
/ IDEA BOOK 


...will make “‘child’s play” of 
working the “bugs” out 
of your problem label jobs. 


SEE FOR YOURSELF ... 


send today for these 
valuable time and cost 
saving ideas. 
Ask for book P-298 


THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 


HOW 


CAN IMPROVE YOUR 
POINT - OF -PURCHASE 


BOOKLETS AND LABELS 


Send for this COLOR GUIDE 
that shows how to make your 
“printed salesmen” more ef- 
fective... how color can help 
you develop the desired emo 
tion about your product in 
the consumer's mind, 


Address 
City_ State 


The National Tag Company 
337 S. Patterson Blvd., Dayton 1, Ohio 
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the important areas that will de- 
velop in packaging organizations. A 
solution to a packaging problem 
may cut through traditional ma- 
terials and traditional methods. It 
is increasingly the obligation of the 
packaging organization to work with 
the client in this area of technologi- 
cal development. 

I think an ideal assignment to a 
packaging organization is one that 
might read, “Assume that no ma- 
terials exist for packaging this prod- 
uct. How would you package it?” 
This may be a research and de- 
velopment program over the years. 

It is the obligation of the pack- 
age designer to have on his staff 
a group of technicians who are 
gathering information from all over 
the world on new methods and new 
processes. With the knowledge of 
packaging in the areas of consumer 
research and merchandising and 
technological research, the solution 
may cut through the facilities avail- 
able to the client from any one or 
+--+ + 


several sources. 


Packaging ... 


———, DEAN H. REYNOLDS 
“SG ee Rochester, N. Y. 


The trends that interest me most- 
ly are what I would like to think 
of as the “ages” of packaging. First 
the decorative age, the package 
engineering age and the merchan- 
dising age. We are ready now, I 
hope, for the fulfillment of package 
design by means of graphics to wrap 
this all up as it should be. 

Graphics can do a lot to make 
engineering palatable to the con- 
sumer. It is necessary for the psy- 
chological fulfillment of the con- 
sumer. 


We have been so anxious to get 
her to carry the package home that 
we have forgotten what she is go- 
ing to do with it when she gets it 
there. We like to use the package 
but we hate to have it around. 
Graphics can and will do something 
about that. 

The package has to be identified 
with today’s living. We must get a 
package that belongs to you and in 
your every day life of the home, not 
just the every day life of the su- 
permarket. ~+>+ + 


Your INSURANCE that every label GETS on, STAYS on 
... every piece GETS LABELED ... FAST! 


Model E 


CHESHIRE 


Labeling Equipment 


Fully automatic accuracy — applies up to 
12,000 pre-addressed labels per hour 


SAVES IMPORTANT TIME—SAVES BIG 
MONEY on pre-addressed labeling jobs for many 
types of mailings. No wasted labels, no skipped 
pieces! Every label accurately, neatly applied on 


the proper spot. 


Models start at $3000 


COMA TM b 
volume mailers. 
Mi we 
for your need. 


Investigate now — 
NO OBLIGATION! 
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Applies labels 
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. » » Lloday and Tomorrow (cont.) 


The quantity and quality of new 
materials, new processes and new 
production techniques is astound- 
ing. This vast technical proliferation, 
which keeps piling something new 
on something not yet old, is a mark 
of progress. But such rapid obso- 
lescence also has its dangers. Per- 
haps we should stop a moment and 
see where we are going. 

There are certain tendencies that 
are creating progress and incidental- 


EGMONT ARENS 
New York 


ly causing havoc with old ways of 
doing things. First there is the con- 
stant improvement of packaging 
machinery. We have machines that 
not only make the package, but also 
fill it at multi-unit per second 
speeds. This increased output only 
works if sales increase correspond- 
ingly. 


>» As packaging supply moves from 
the small to the medium and then 


Got Packaging Problems? .. . 


Converters’ Labs 
Nay Have Answers 


In helping an agency work out a 
package design, a package design 
laboratory reviews customer prob- 
lems, learns the requirements, and 
then develops specifications on pa- 
per fiber contents, ink, wax, print- 
ing, packaging method — in short, 
the entire converting task. 

It supplies advertising agencies 
with technical data needed to de- 
cide such questions as type of paper 
or wrappings; package dimensions; 
colors; printing process; and the 
mechanics of packaging operations. 
Available are extensive research 
findings on designs and colors in 
relation to “impulse buying” moti- 
vation. 

Illustrative of the facilities at a 
modern laboratory, like Crown Zel- 
lerbach’s central research and de- 
velopment department, Camas, 
Wash., are the scientifically con- 
trolled temperature rooms_ which 
duplicate any climatic condition. In 


these rooms research specialists iron 
out packaging problems and fore- 
stall customer complaints over “lost” 
quality. 

Research starts with handling 
tests, followed by storage for vary- 
ing periods of time in these condi- 
tioned rooms at temperatures rang- 
ing from minus 20, zero, 35-50, 
80-90, and 90-110 degrees Fahren- 
heit at controlled humidity. 

One of the most interesting tests 
concerns water vapor transmission. 
This check, especially important to 
packers of frozen foods, reveals how 
well a package will withhold or 
hold out moisture to protect flavor. 
Other tests are conducted to de- 
termine package shelf life, ink fade, 
and ink color stability. Tests are 
held in the customer’s plant, at 
package manufacturing plants, or in 
conjunction with agency operations. 
Out of all this research have come 
a number of developments of major 


to the giant corporations, certain 
things happen. The corporation de- 
signer’s ideas are sold by a corpo- 
ration salesman to another corpo- 
ration, the manufacturer. There is 
thus some danger that the result- 
ing brand image may be a corpo- 
ration-to-corporation job, rather 
than a person-to-person, spirited, 
individual, distinctive. 

The industrial designer's job is to 
help his client through this highly 
competitive pressure labyrinth, to 
help him produce a good sales pro- 
voking package at a reasonable cost. 
But it’s something more than that-— 
it is to help his client develop a 
brand image, a personality, an in- 
dividuality for all his products and 
services. It has to have a soul, which 
demands artistic individuality. 

I urge that the place of the inde- 
pendent professional designer is to 
serve as compass and sextant in 
helping his clients chart their course, 
to fully exploit the new packaging 
technology, and to more sensitively 
respond to the many subtle changes 
in public taste and living habits. 44 


significance to the packaging indus- 
try. 


> Converters offer these 
free. Experience and knowledge 
gained over the past four decades 
will assist agencies in offering cli- 
ents better packages at less cost. 

Another area in which the pack- 
aging converter can be a valued 
counsellor to the agency and its cli- 
ents is in supplying information on 
government regulations. This data, 
acquired through experience, can 
help prevent many a pitfall. 

For example, food packages must 
conform to federal, state and local 
laws. Design a bread wrapper and 
fail to have the weight mark, in- 
gredient description and union label 
in correct size and placement, and 
the client may find himself with a 
lot of useless packaging materials 
on hand. Also, it’s rough to have a 
clever descriptive phrase deleted 
because of failure to meet require- 
ments. 


services 


> The preceding comments indicate 


This article is based on a talk before the 
Advertising Agency Production Men’s Club 
of Los Angeles by Lionel White, art di- 
rector at Los Angeles for the Western 
Waxide Division of Crown Zellerbach Corp. 
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Chief Red-E-Stik has spoken. And his braves 
are on the warpath to help you win the fight for 
more wampum in your wigwam...with Red-E- 
Stik pressure-sensitive labeling. These self-ad- 
hesive labels enable you to cut costs, save time, 
boost sales, end waste. They can be used to 
simplify and speed every phase of your oper- 
ation. Here's why each dollar for Red-E-Stik is a 
buck well spent... 


Stop To stop shoppers, your best bet is a 
package with impulse-buying appeal...a Red-E- 
Stik label with built-in impulse-impact. We create 
them for all package types...any size, shape, 
color...sheets, rolls, singles. 


Sell Red-E-Stik \abels and signs drive home 
your story at the P-O-P. For use on plastics, film, 
glass, metal and wood, Red-E-Stik needs no 
water, heat, or glue. Just peel and press...even 
faster by machine 

Satisfy Use Red-E-Stik labels to in- 
struct, guarantee, warn...to keep buyers sold, 
up repeat sales, cut returns, They can’t curl or 
crawl...stay neat and clean. Call, write for 


samples and Idea Kit of Red-E-Stik solutions to 
problems like yours. 


eEeveE rR READY 
CREATIVE PRINTED SPECIALTIES 
10-A East 49th Street, N.Y.C. 17 
Plaza 1-3040 


Project Sharp Images 
DIRECT ON YOUR BOARD 


EARNS MONEY FOR YOU ON EVERY JOB 


The New Model 44 
AtO-Grapl 

at. © ° 

Art O-Graph 

Art production costs 

drop, earnings go up, 

with an Art-O-Graph. 

Render _ illustrations; 

visualize layouts; 

“drop in’ keyline ele- 

ments; capture per- 

spectives; match let- 

tering; insure accura- 

cy; fast scaling; elimi- 

nate stats. No trac- 

ings! 


10 Days FREE 
TRIAL—no obli- 
gation, no 
freight if re- 
turned 


Write for 
folder! 


Takes up no floor 
ye) 14 wee Tt eh 
it tolo Mee -To1- ME 1-14 


DROOL sn. 


4837 Emerson Ave So 


Minneapolis 9 Minn 
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how a converter can be of assist- 
ance to an agency. Now for some 
ideas on using their services. 

First, we feel it is a practical idea 
to have a meeting of minds among 
all concerned with package de- 
velopment before a decision is made 
on production. Representation 
should include the client, agency, 
packaging plant, packaging ma- 
chinery factory representative and 
the converter. 

Five basic elements should be 
resolved before art preparation be- 
gins. They are: 

1. brand and symbol identification, 

- commodity identification, 

copy, 

style or design, 


pictorial presentation. 


> When all package design factors 
have been established, there is 
needed a comprehensive, called a 
“color sketch.” It should be actual 
size and wrapped around a sample 
carton or dummy. Include panel 
material and show location of eye 
spots. Paragraphs of small type can 
be indicated. It saves time to have 
the client approve the “comp” be- 
fore it is forwarded to the con- 
verter. 

The agency art staff can produce 
this sample in various ways. A one- 
ply Strathmore is most practical for 
paper overwrap designs. Many de- 
signers cover sketches with #300 
acetate for protection, or work on 
foil laminate for foil overwraps. 
Full-color pictorials are done on 
white paper and pasted on. 

Plain transparent cellophane is 
used for cellophane or other film 
package designs. This takes water 
color well as it is not moisture- 
proof. For this reason, however, it 
must be stretched tight to avoid 
wrinkling. The area containing art 
should not be touched with the 
hands. In fact, much of the work 
can be done on the reverse side. 


> For glassine bags, use designer 
colors and spray the sketch with 
Krylon to simulate a waxed surface. 
Most colors should be mixed lighter 
to compensate for the coating. Car- 
ton designs are done on suitable 
board and formed to the size of the 
package. Style of design or choice of 
pictorial will largely determine the 
type of printing, or vice-versa. 
Kinds of printing available are: 
flexographic; letterpress using rub- 
ber plates; letterpress using metal 
plates; offset lithography; and ro- 
togravure. There are 
limitations to 
limitations 


virtues and 
each process, the 
imposed for the most 
part by the type of paper used in 
the packaging. 


Allow for plate stretch around 
cylinder on all finished art for 
flexographic and most finished art 
for letterpress printing. Photo en- 
gravings are made flat. Rubber 
plates or electros duplicate the en- 
graving, but when curved to fit the 
cylinder, only the base retains its 
size. The converter will supply fig- 
ures giving the amount of stretch 
to allow in designing packages 
printed by these processes. 

Location of cross marks and yel- 
low electric eye spot for color regis- 
ter have to be thought of for ro- 
togravure printing. Technical in- 
formation is obtainable to assist the 
designer or agency in placing marks 
in relation to design. 


> Color originals, whether paintings, 
prints or transparencies, should be 
of the same high quality as used 
in fine advertisements. Trans- 
parencies should be accompanied 
by specifications as to the illumi- 
nant used at the time of approval. 

As part of their service to agen- 
cies and customers, many package 
makers carry scores of beautiful 
stock pictorials for frozen food and 
other overwraps. These save cus- 
tomer engraving charges, and add 
to an eye-catching package design. 

Agencies and_ clients 
plating mew packaging’ designs 
gain much by consulting with a 
converter before going too far with 
the project. There are certain limi- 
tations in the reproduction of 
printed wrappers and cartons, and 
time and money are saved by 
knowing these limitations in ad- 
vance. 44 


contem- 


Consumer Color Trend 
Reported by Cal Ink 


Facts on the colors that inspire 
Mrs. America to buy throughout 
the late winter and spring of 1958 
are outlined in the new Colortrend 
Reports released semi-annually by 
the California Ink Co. 

Based on the sale of millions of 
“Cal Ink” color tubes to the paint 
industry, the report is not only in- 
teresting but remarkably detailed. 

Actual color chips are used in the 
brochure showing which colors are 
on the upward trend and which are 
dropping, as compared with 1957 
and 1956. 

Chief consumer color trend this 
year is the lack of acceptance of 
blue and green except for one par- 
ticular shade of each color and the 
continuing popularity of muted pas- 
tels and off-whites. 

Additional information is avail- 
able from the Public Relations 
Dept., The California Ink Co., 545 
Sansome St., San Francisco. 44 





Hollander Mailing Labels 
Caution TLC Treatment 


New hope for the poor souls who 
find the postman doubted the “frag- 
ile” label on their mailings has been 
introduced by Allen Hollander Co. 
in the form of heart-shaped “TLC” 
labels. 

Demanding “tender, loving care” 
for the package it bears, the new 
Hollander label presents a_ radical 
departure from the ordinary “Do 
Not Drop” and “Fragile” labels, so 
hopefully used in the past. 

The company recommends these 
labels for the shipping of such deli- 
cate and perishable merchandise as 
precision instruments, fresh fruits, 
chinaware, etc. 

Samples are available. 

- for more details circle 914, page 137 


Canadian Survey Results 
Detailed in Booklet 


The trend toward Canadian con- 
sumer acceptance of transparent 
packaging is graphically pointed out 
in a survey report from TCF of 
Canada Ltd., Montreal. 

Comparing the under-30 Ca- 
nadian housewife with the older 
age group, the TCF booklet lists 
actual percentages of where she 
shops, the types of items she buys, 
and what she thinks of transparent 
packaging for various types of prod- 
ucts. 

Copies of the booklet are avail- 
able. 


- for more details circle 915, page 137 


Gummed Paper Ideas 
Presented in Booklet 


The versatility of gummed label 
paper in the field of advertising and 
design are amply illustrated in a 
new idea book issued by the Brown- 
Bridge Mills Inc., Troy, O. 

While the booklet was designed 
primarily as an aid to printers and 
lithographers, just a brief leafing- 
through rewards the viewer with 
possibilities for his idea file con- 
cerning gummed labels. 

Among the illustrations shown in 
the idea booklet are shipping and 
address labels, advertising stickers, 
special promotion stickers, etc. 

Copies are available. 


- for more details circle 916, page 137 


Sample-Saving Package 
Displays Complete Line 


A new packaging idea for a line 
of samples has solved a constant 
loss problem plus becoming an ex- 


Sample Merchandising A solution 
to the sample loss problem has been 
introduced in this kit holding complete 
line of mounted precision indicator lights 
manufactured by Eldema Corp. 


cellent sales tool for the 
Corp., El Monte, Cal. 

An attractive, leather-covered 
binder, the new _ package _per- 
manently holds the company’s com- 
plete line of tiny precision indica- 
tor lights. A pocket on the inside 
front cover holds technical sales 
literature concerning the items and 
layout of the product samples in 
the binder corresponds to the lay- 
out of product illustrations in the 
literature. 

The kit was 
agency Allen, 1 
Los Angeles, after Eldema com- 
plained of high replacement costs 
on samples lost by buyers. 44 


Eldema 


developed by ad 
Dorsey & Hatfield, 


Stock Plastic Containers 
Shown in Color Folder 


A wide variety of stock plastic 
vials and jars, currently available 
in stock, are described in an illus- 
trated brochure by _ Celluplastic 
Corp., Newark, N. J. 

The line includes rigid poly- 
styrene vials from 34” to 2” in di- 
ameter with lengths up to 6”, and 
extruded flexible acetate and buty- 
rate vials in diameters from 12” to 
134” in a variety of lengths. All vials 
are available in crystal-clear or in 
color, with advertising imprint. 

- for more details circle 917, page 137 


Gummed Paper Samples 
Shown in New Folder 


A comprehensive file folder show- 
ing a variety of samples and com- 
plete details on “Really Flat” 
gummed papers is available from 
the Mid-States Gummed Paper Div., 
Minnesota Mining and Mfg. Co. 

Almost every available color is 
sampled on aé variety of paper 
grades, and details include copy de- 
scriptions of each type of gummed 
paper, suggested applications, print- 
ing tips, and roll widths. 


. for more details circle 918, page 137 


lf you were able to actually go into the house of each 


consumer in the nation, you would undoubtedly 


that the colorful design of the packages stimulated a number of the 


sales at point-of-purchase. Make certain your packaging 


is stimulating, too, by obtaining the finest reproduction 


ACME GRAVURE CYLINDERS which 


gucrantee unsurpassed reproductior 


on foil, plastics, cellophane, paper and paper board products 


Your inquiry will receive immediate attention ll 


acme gravure services inc. 


1501 West Congress Street 


if it’s Quality — 


Chicago 7, Illinois 


if it’s Delivery — 


Phone: CHesapeake 3-1377 
it's acme 
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Services and Supplies 


ADVERTISING SPECIALTIES 


WANTED 


Persons knowing the whereabouts of 
a client who has to have his direct 
mail read! Please telephone JAckson 
2-6506. We'll send samples of ‘Se- 
cret Message’ postcards printed with 
invisible ink! 


Free Samples, Know-How, Show-How: 


M. E. MOSS & CO. 


JAckson 2-6506 
119-f Ann St., Hartford 3, Connecticut 


ENGRAVINGS 


— 


, a 
PIXUR @ COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes 


~~ Wait Fon cannaee 
AND PRICES 
STAFFORD ENGRAVING CO. 


229 N. PENN. ST. * INDIANAPOLIS 


tana ean 


REPRESENTATIVES WANTED 


Ad Men and Printers... 
UNDERSELL COMPETITORS 25-40% 
sell multi-color SHARE-the-COST Circulars 
for LIQUOR STORES, AUTO DEALERS 


HARDWARE & FURNITURE STORES, etc. 
aC TA eh kS 


TMM EUS ee ean 
$ & Colors only; Imprint Dealer's 
ODIO ae CM irl | 
Samples & Info; write on your letterhead 
WHOLESALE DIRECT MAIL AD SERVICE 
201 West 89th Street, New York 24. N Y 


ART & PHOTO 
ART BY SPECIAL DELIVERY 


Pate you Od Make 
} Sales-producing? The 

ind r taf¥ f 4-A ar will end 
merchandising and 


i é nd dire 
pa ind a 


at Ww provide the 
e th 
wr 
x 4 money Re 
ery. Write for 
f 


VIEW-POINT 143 Madison Ave., N. Y. 16,N. Y. 


HELP WANTED 


HELP WANTED MALE 
Attractive proposition to salesmen calling on 
advertising agencies letter press lithographers 
or printers to sell our line stainless steel graphic 
arts rulers. No interference with present lines 
Excellent commissions and bonuses. State lines 
handled and territories traveled. Protected selling 
area. Replies confidentia 
NATIONAL RULE COMPANY 

49 Andrews St. Rochester 14, N.Y. 
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MANIKINS 
RENT A GLAMOR GAL 


who will work all day—and 
all night without getting 
tired! Madisonia provides 
the perfect ladies’, 
men’s and children’s 

figures for your 

special promo- 

tions! 


a 


MADISONIA MANIKINS, INC. 


NEW YORK CHICAGO DALLAS 
152 W. 25 St. 11 S. Despiaines 3007 Canton St 
Chelsea 3-1550 Dearborn 2-6818 Riverside 7-1937 


PHOTO-LETTERING 


Tae MP ee 
bets. Send for cata- 
logue. 24 hour service. 


Teac Uualiig 
PHOTO LETTERING 


PC at tM ae las 
ments to fit your layout 
with our DEXIGRAPH 
PHOTO-PRINT PROCESS. 


PHOTO-TYPESETTING, INC. 
311 W. 43rd Street, New York 36, N. Y. 


JUdson 2-0466-7-8 


VISUAL AIDS 


Oravisual easels 


Built and sold by the 
world’s only exclusive 
manufacturer of visual 
aids for the office and 
conference room. 


Write for free 


24 page Why & How Catalog 


ORAVISUAL CO., INC. 
Box 11150, St. Petersburg 33, Fla. 


ART SUPPLIES 


ad-art 


Layouts and 
Visualizing pad 


Bienfang Paper Co., Ine 
metuchen, new jersey 


Car 
OGRE 


25 drawers for systematic 

storage of valuable art work, ; 

engravings, blue prints, etc. s 
Write for catalogue. 


FOSTER MANUFACTURING CO. 
Pil ules wee Phila. 7, Pa. 


NUUEVVETEETE TEEPE EY 


DECALS 


‘MADE TO YOUR SPECIFICATIONS 


ALLIE DECALS 8422 HOUGH AVE. 


CLEVELAND 3,OHIO 


ADVERTISING SERVICES 


Industrial Direct Mail 


Written to meet the needs of your particular 
roblems. Hard-hitting campaigns, letters and 
rochures that pre-sell your products and 
double the production of your Sales Staff. 
It costs you nothing to talk it over with us. 


CHASE & RICHARDSON, Inc. 
18 E. 41st St., New York 17, N. Y. MU 4-4390 


COLOR POSTCARDS 


We make color postcards or cata- 
log sheets from your Kodacolor or 
type ‘‘C’’ print. Samples avail- 
able. Representatives wanted. 
Skokie Colorgraph, Morton Grove, 
ill. OR. 4-7400 


Something to 
SPOUT about 


Every issue of ADVERTISING RE- 
QUIREMENTS overflows with the 
kind of know-how and know-why 
that leads to better promotion, 


production, and merchandising. 
It's always timely and comprehen- 
sive, covering every non-media 
advertising function. It's a com- 
plete guide for you and your staff 
to all the filings an advertising 
man must handle in addition to 
placing space or buying time. 


ADVERTISING 
Ma REQUIREMENTS 


200 E. Illinois St. * Chicago 11, Ill. 





901/Circle on Readers’ Service Card 
The Phonoviewer 

. - . details on a sales record with match- 
ing pictures are available from Cé&P 
Phonoproducts Inc. (Page 80) 


902/Circle on Readers’ Service Card 
Synchronous Sound Booklet 
letail nethod cording syn- 
irter-inch magnetic 
Rangertone Inc. 


(Page 80) 


903 ‘Circle on Readers’ 
Free Film Catalog 


. the newest listings 


inc 


(Page 80) 


904/Circle on Readers’ § 
Copy Board Handbook 

Waoner Sign Service Inc. offers tips on 
changeable copy 


(Page 73) 


companies are il- 
rom Sell-Print 
(Page 74) 


Acetate Tone Folder 
...A folder supplementing Artype’s cata- 


log displays the company’s line of acetate 


(Page 123) 


tones, tints and textures. 


Ad Specialty Catalog 
. a variety of spec 
and priced in a new catalog from Scafati 


(Page 40) 


Printing ~ 


908/Circle on Readers’ Se 
Wash-'n-Dri Ad Packets 
_— ] iretad soyf Lir atte 
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(Page 40) 
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for your copy of publications 
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909/Circla on Readers’ Service Card 
The Bowling Disc 
details on a with a die-cut wheel 


for bowling information are available from 


Waynemarce A lv rtisinag Sales Inc. 


(Page 43) 


910/Circle on Readers 
Customized Bookmarks 
. . . details on a line of plastic bookmarks 
available in special designs are available 
from Crystal Transparent Corp. (Page 43) 


rvice Card 


911/Circle on Readers’ Service Card 
Buckley-Dement Bulletin 


. » . information on up-to-date lists, current- 


ly available, is detailed in the latest “Mail- 


ing List News” from Buckley-Dement. 


(Page 109) 
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912/Circle on Readers’ Service Card 
Sales Letters and Prices 

. a variety of sales letters for direct 
mail use, their production methods and 
prices, are detailed in a brochure by Cur- 
(Page 110) 


tin & Pease Inc. 


913/Circle on Readers’ Service Card 
Press Clipping Folder 

... the importance of a clipping service in 
various areas of business are put down in 
a folder from Burrelle’s Press Clipping Bu- 
reau. (Page 110) 


914/Circle on Readers’ Service Card 
TLC Hollander Labels 
samples of heart-shaped shipping 


labels that caution “tender, loving care 


*®Please print or type information belew 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


ADDRESS 


CITY & ZONE 


¥Note: 





| eae Adwertising 


OTe LE 


Requirements = Sowice 


* Send for these free helpful selling tools 


Readers’ Service Dept. 


6609 


please’ are available from Allen Holland- 
(Page 133) 


915 /Circle on Readers’ Service Card 
Canadian Survey Report 
. TCF of Canada lists results of survey 
taken among that country’s housewives 
and notes the acceptance of transparent 
packaging by the younger age group. 
(Page 133) 


916/Circle on Readers’ Service Card 
Gummed Paper Ideas 

. . the versatility of gummed label paper 
is illustrated in an idea booklet from 
Brown-Bridge Mills Inc. (Page 133) 
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917/Circle on Readers’ Service Card 
Plastic Containers 

. a wide range of stock plastic vials 
and jars currently available in stock are 
described by Celluplastic Corp. (Page 133) 


918/Circle on Reader 
Gummed Paper Folder 

. samples and details of “Really Flat” 
Gummed Paper are available in 
from Mid-States Gummed Paper Div., 3-M 
Co. (Page 133) 


a folder 


919/Circle on Readers’ Service Card 
Record Gothic Specimen 


. A specimen sheet of a new face— 


No 
Postage Stamp 
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lf Mailed m the 
United States 


*%Please print or type informction below 


PRODUCTS SOLD 


Record Gothic Condensed Italic—is avail 
able from Ludlow Typograph Co. 
(Page 115) 


920/Circle on Readers’ Service Card 
Type Face Directory 

- Boro Typographers will send 
page, pocket size directory listing its more 
than 300 type faces. (Page 115) 


921/Circle on Readers’ Service 
Venus Regular Specimens 

. . - Bauer Alphabets will send spe 
sheets of its new Venus Regular face 


(Page 


922/Circle on Readers’ Service Card 
Fototype Booklet 
. . « Fototype Inc. will 


send a booklet dis- 
playing the entire range of currently av 
able Fototype faces 


(Page 


923/Circle on Readers’ Service Card 
Award Winning Letterheads 

. Whiting-Plover Paper Co. offer: 
showing the 12 grand award winners 
the company’s 1957 letterhead competition 


924/Circle on Readers’ 
Letterhead Portfolio 
. . » Byron Weston Co. offer 
outstanding letterheads. 


service Card 


925/Circle on Readers’ Service 
Preplanned Exhibit Folder 

. . » Functional Display Inc. offers an illu - 
trated folder on preplanned modular ex- 
hibits. (Page 64) 
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FINCHLEY IN BALI 


“Dear Boss: Everything is coming along in great shape...” 
§ 8 § I 


@ Baur Ilr! From time elock to sarong. A just reward fon 
linchley showing the boss how Consolidated Enamels cut 
printing costs while holding the line on quality. 

The fact is Consolidated Enamel Printing Papers often cost 
up to 20°, less than other enamel papers ol equal quality. 
‘The reason is the modern papermaking method pioneered I 


Consolidated that eliminates several costly manufacturing 


steps- but never the fine Quanity. Z: f, 7D v 
Turn A Fincutey! Get free trial sheets from your Consoli- 


dated Paper Merchant. Have vou printer make a compari- 


son test. Then slip the results in the boss’ incoming box ENAMEL PRINTING PAP 


} . 1: | a complete line for of 
glong with a Bali travel folder. Never know! 


ERS 





Introducing Koverite—a new, long-lasting 


book-cover material at a sensibly low price 


Now there's a new sturdy, leatherlike cover material for 
reports, sales promotion material, and portfolios at a 
price as much as 15° below what you're accustome dl 
to paving. It's called Koverite, colorful, long-lived, and 
especially suited for flush-cut covers that are tough to 
tear, even at the edge. 

Rich-looking, durable Koverite is a nonwoven cellu- 
lose, saturated in latex, and coated with a special luster- 
giving preparation (pyroxvlin) that simulates the 
appearance of fine leather. Because of its unique con- 
struction, Koverite die cuts cleanly, takes screen print- 


At the Barash Company's 
plant in New York, precision 
machinery and modern qui ality 


Special corrugated container 
protects Koverite during ship- 
ment to the book-cover manu- 
facturer. The roll is packed on 
Koverite economically for di- a3” I.D. tube and suspended 
rect distribution to book-cover — in the container. Prevents dam- 
manufacturers. age, ke eps costs down. 


controls combine to produce 


ing, stamping, and embossing extremely well, and 
paper and other materials may be glued to it with con- 
ventional adhesives. Koverite comes in a handsome 
variety of roller-embossed grain textures, thicknesses, 
and in a wide range of colors applied to both back coat 
and surface for lasting beauty. 

But that sensibly low price! Just compare Koverite 
cover prices with what vou've been paying for any 
comparable book covers that match Koverite’s flawless 
quality. Youll see why it pavs vou in dollars and cents 
saved to switch to colorful Koverite. 


Koverite 3% 


Manufactured and Distributed by 
The Barash Company, a division of 


UNITED STATES PLYWOOD CORPORATION 


FREE KOVERITE SWATCH SAMPLER 


The Barash Company 
Dept. AR9-58 
122 Fifth Avenue, New York 11, N. Y. 


Please send me my free Koverite swatch sample ‘, 
Name 
Firm 


Address 


poco more rrr 
L cm enes tooo renowned 





